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Everywhere — BRODIE is linked with Progress. 


Here's another example from Cristobal, Canal Zone. 


BUNKERING J BLENDING 
with BRODIE 


BiRotor METERS 


B.I.F Proportioneers, leading engineering 
designers and builders of systems and 
equipment for positive control of petro- 
leum products, rely on dependable Brodie 
BiRotor Meters for many of their unique, 
custom-built installations. Whether it’s a 
versatile mobile bunkering blender, pipe- 
line, refinery or marketing application, 
Brodie BiRotor Meters are noted for high 
sustained accuracy and low maintenance. 

In every bulk transfer operation — from 
wellhead to truck-tank delivery—you never 
have to “baby” a Brodie BiRotor Meter. 
It’s safe to operate at full rated capacity. 
Whatever your metering need, call your 


nearby Brodie Metering Specialist! 
912 


REPRESENTATIVES WITH STOCKS AND SERVICE 





Skid-mounted or mobile bunkering 
blender designed and built by 


utilizing Brodie BiRotor Meters. 
Compact unit provides positive 
control at dockside for fast accu- 
rate bunkering of ships. 


RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 
CABLE ADDRESS: “‘BRODICO"” 


MT, VERNON, N.Y., 550 So. Columbus Ave, 

DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave. N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill, 
LOS ANGELES 22, CALIF., 5401 Sheila Street 


c 


FACILITIES IN ALL PRINCIPAL CITIES 





Guardian's LATEST... 


fixture that’s that’s really 
completely universal 
flexible .... ' jn scope...! 


Whether you use it as an island light, 
an area light or a flood light, 
Guardian’s new “FLEX-O-BEAM” 
does each job with 
“tailored-to-order”’ efficiency. 
Opposing light enclosures, when 
horizontal, form a giant “T” light— 
when tilted upwards form a 
double angle of varying degrees. 
For flood or area lighting, both sides 
of the fixture can be adjusted, 
independently, to any angle up to 
40° (or one side may be omitted) 
No matter what lighting job 
you want done, HERE’S THE 


FIXTURE THAT CAN DO IT! Get 
the whole story today! Write, wire 
or phone for bulletin B-26. 


This is the heavy-duty high tensile casting that lets 
fixture arms swing up or down, rotate right or left. 


Representatives in all principal cities. 
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The Fastest, Safest, | 
Gurest Coupling Known ! 


You'll want to keep this \exce 

at hand, Lots of illustrat s clearly show. the 
ability of master gauged OPW KAMLOKS 
and sizing charts, typical specials f 
Tabieldsar-idlelemm tim al-ifeme el) mmlammeliclaleliats 
stallation 

Just write us on your letterhe 


Your fluids handling 


opw CORPORETIC® 


2735 Colerain Avenue @ Cincinnati'25, Ohio Kirby 1-5400 


Ne. 633-C COUPLER 
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Top of the Month 


INSIDE STORY. When fair-trading 
folded in North Carolina, it folded 
with a bang heard in every other state 
where fair-trading is being—or has 
been—tried. To get the story behind 
the story, NPN’s Atlanta man, Billy 
Barnes, took pencil and camera and 
went to the Tarheel State. He came 
up with the answers he was looking 
for—gleaned from majors, jobbers, 
dealers, and the state’s attorney. You'll 
read all about it on page 19. 


AGE OF SHAKEUPS. Looking back on 
The Fifties, oil men will remember 
this period as—among other things— 
a decade or reorganization. On page 
65, NPN Editor Frank Breese takes a 
look at the far-reaching management 
changes presently going on in market- 
ing. His expert analysis tells what's 
happening, why it’s happening, and— 
most important—what it’s all leading 
to. 


BAD NEWS. Despite renewed industry 
attention, NPN’s newest survey shows 
motor-oil ratios are still going down. 
You'll find the details starting on page 
91. 


GOOD NEWS. As a chaser for the 
motor-oil blues, turn to page 155. 
Guaranteed to improve your smile 
ratio, at least. 


DUAL BRANDING. It’s a controversial 
subject, but you'll find both sides in 
an enlightening report that starts on 
page 101. A must for all marketers. 


NEXT MONTH. A special report to 
fuel-oil jobbers on diversification pos- 
sibilities . . . More news on new com- 
petition for gasoline business. 
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Behind Our Headlines 


Dean of TBA Editors 


HEN FRANK STURTEVANT got back from the 

annual oil-industry TBA meeting in St. Louis 
last month, it marked the twelfth consecutive annual 
TBA meeting he has attended. 


This is some sort of a record because, according 
to the registration lists, Frank is the only magazine 
editor who has made every TBA 
meeting since 1948. There are very 
few TBA men, in fact, who can 
claim such an impressive attendance 
record. About the only ones are 
some of the TBA-group founding 
fathers; and not all of them show 
up every year. 

Besides. the annual meeting, 
Frank does very well with the re- 
gional meetings, too. He gets to all 
the Midwest and Eastern TBA ses- 
sions, many of the Canadian pro- 
grams, and occasionally to the 
West Coast meeting, which is normally covered by our 
West Coast representative. 

From an industry standpoint, Frank is dean of the 
TBA editors and, as such, is one of the best-informed 
men on tires, batteries and accessories in the business. 
This pays off for NPN and our readers. With his rich 
background, extensive knowledge, and host of con- 
tacts, Frank is able to turn out a top-notch TBA 
section month after month, a section salted with useful 
and exclusive information and peppered with Frank’s 
shrewd observations and wise advice. 


Also at the TBA meeting was John Bethell, NPN 
managing editor, who attended that program for the 
first time. John went to St. Louis in the spirit of 
NPN’s policy of having everyone on the staff closely 
acquainted with the important TBA function in oil 
marketing. 

Some news of the meeting is in this issue (p 110), 
and there'll be more next month. The TBA section 
starts on page 108. 


Frank Sturtevant 


Three-in-One Reprint Available 


Or OF THE MOST significant features last year 
was NPN’s series of three articles on the dynamic 
new forces at work in petroleum retailing. They evoked 
such keen interest throughout the industry that the 
three articles have been combined in a single reprint. 

The 28-page reprint, called “New Forces in Oil 
Marketing,” is useful for orientation and training pro- 
grams, a reference work for progressive marketers, and 
an eye-opener for some of the old hands. Copies may 
be obtained through NPN’s Reader Service Dept. 


thansteedta, Edivr 
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NEPTUNE JP 57M 


Complete Truck Metering 
in One Weight and 
Space Saving Unit 


Nothing extra to buy... only 3 connections to make 








To measure fuel oil and gasoline accurately under all 
conditions you need more than just a meter. lg ak 


You need an efficient air release to purge bubbles or slugs of air. 
You need a strainer to prevent dirt stoppages. You'll want an ' 
automatic quantity control valve... and a time-saving ticket printer. \V ' dq t S 


Only Neptune gives you all these features in so little space, with so 
little weight. Everything’s built into one compact unit . . .a complete 0 U | t 
metering system that takes little more space than this advertisement. 

Most Neptunes can be assembled with right-hand, left-hand or 

angle flow, so they pack neatly into any position in the compartment. | l) {0 


Neptune meters permit more pay-load . .. with no “extras” or accessories 
to buy...less chance for leaks...less chance for improper installation. V0 y f 


Add Neptune’s fine reputation for sustained accuracy and you 


of maskebe'ssaet anapanahe eae Coa. NEPTUNE 


All sizes. Ask your Neptune Equipment Jobber or Tank 
Truck Manufacturer for details. 


NEPTUNE METER COMPANY mets HL 19 West 50th St., New York 20 


for a better / measure of profit 


BRANCHES AND JOBBERS IN ALL PRINCIPAL AMERICAN CITIES 


NATIONAL PETROLEUM NEWS * January, 1960 





OLEUM METERS 
System 


STRAINER: removes air that may be entrained 

Removes sediment, scale and dirt / or sucked into liquid before it PRINT-O-METER 

from liquid, averting stoppages enters the meter. High efficiency is / Fag! Ne 

and preventing undue Need absolutely necessary for accuracy. prvvoree: As ree tiyienr a 6 

or damage to meter. Eas 

access for cleaning. J gallons delivered. Customers 

\ appreciate this proof of honest 

service, and it saves time for you. 


\ 


v a / 


~ AUTO-STOP / AUTO-STOP VALVE: 
QUANTITY CONTROL: MEASURING CHAMBER: Automatically shuts off flow when RIGHT OR LEFT HAND: 
Operator sets register for any Positive displacement type. correct quantity has been delivered. Components are designed $0 
desired quantity by pushing Only one moving element. Actuated by tripping mechanism they can easily be switched 
these buttons. Tripping device Measures liquid by volume. in Auto-Stop register. Avoids spillage from right rend to left 
actuates Auto-Stop Valve Most widely preferred for sus- and overmeasure. Double-trip valves hand assembly. Fits almost 
automatically when pre-set tained accuracy and long life. on larger meters shut off high flow any piping ines Ideal 
gallonage is delivered. smoothly, quietly, with high accuracy. for dual-metered trucks 
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Jefferson’s new antifreeze formula is the: 
best available to wear Your Private Label 


The coupon samples of aluminum 
above tell the graphic story of the 
excellent corrosion inhibitors in Jef- 
ferson Chemical’s new ethylene gly- 
col antifreeze formula, JC-20. 
Comparison tests were made with 
all leading brands of antifreeze un- 
der identical circumstances. Coupon 
bundles contained iron, steel, alumi- 
num, solder, brass and copper in the 
approximate proportions found in 
the average automotive system. 


Ethylene and Propylene Oxides, 


Glycols, Dichlorides, Carbenates « 


Results . . . the coupons subjected 
to JC-20 showed far less weight 
loss from corrosion attack on all 
metals than the average of the other 
leading brands, with pronounced su- 
periority on aluminum, brass and 
copper. The new Jefferson formula 
shows up equally well in foaming 
and freezing point tests. Also, JC-20 
contains no arsenic. 

Ask to see the 15-minute slide/ 
sound film which clearly shows the 


Ethanolamines 


SURFONIC® Surface-Active Agents * Polyethylene and Polypropylene Glycols * Morpholine 


N-Alkyl Morpholines * Piperazine « 
HOUSTON + NEW YORK «+ CHICAGO 


Piperazine Salts * Nonyl Phenol * Caustic Soda 


¢ CLEVELAND + CHARLOTTE + LOS ANGELES 


advantages of Jefferson’s new anti- 
freeze formula, production facilities, 
and marketing-aid program. If you 
currently market antifreeze under 
Your Private Label, or you are con- 
sidering entering this $300,000,000 
market, by all means get the facts 
from the helpful Jefferson man. . . 
Jefferson Chemical Company, Inc., 
1121 Walker Avenue, P. O. Box 
303, Houston 1, Texas. 


~~ i —S 8 ot a oe - O}, 
CHEMICALS 









Letters 


Sears, Roebuck’s gasoline business . . . limitations of 





porcelain prefabs . . . divorcement . . . oil credit cards 


To THE EDITOR: 


Perhaps it’s sheer vanity but Sears 
dislikes to be referred to as a discount 
center (“Booming Discount Chains: 
How they Threaten You,” Nov. p113). 
For nearly three-quarters of a century 
Sears has continually studied methods 
of distribution which would place 
goods or services in the hands of the 
consumer at the lowest possible cost. 
We have carefully avoided adding 
anything to the selling price of mer- 
chandise which would not improve its 
intrinsic value. 

We have also attempted to provide 
“one-stop shopping” for our custom- 
ers inasmuch as our stores are located 
away from the central shopping areas, 
and once a customer has visited our 
store he expects to find a reasonably 
wide assortment of merchandise. 

When our stores were commenced, 
they featured automobile accessories, 
tires and batteries. Our customers 
admonished us for not providing gaso- 
line in order to permit them to com- 
pletely service their cars in adjoining 
service stations while shipping in the 
main store. 

Sears now operates 731 retail stores 
and just about as many service sta- 
tions, of which only 80 carry gaso- 
line. . . . We have no intention of 
developing service stations as such, 
but do intend to continually enlarge 
the facilities for sales and service of 
tires, batteries, and automobile acces- 
sories. As the occasion demands, we 
will add gasoline. 

CHARLES H. KELLSTADT 
President 
Sears, Roebuck & Co. 


>In my opinion, it is too early to 
have definite reactions to this new 
trend, but our company has been 
watching and is continuing to watch 
the development closely. 

In the meantime, it appears that out- 
lets being operated by discount centers 
and food chains are offering limited 
service to the consumer and, there- 
fore, are not competing directly with 
the conventional service station fully 
equipped and offering branded 
products. 

Nevertheless, this new entry in an 
already keenly competitive race for 
market position will certainly not con- 


tribute to stabilizing the current price | 
situation. .. . 
If there is one thing we are familiar | 
with in the gasoline marketing busi- | 
ness, it is competition. As a result, I | 
am certain that the industry will meet | 
and deal with this development | 
effectively. 
Rospert G. Reep Ill 
Eastern Division Maketing Manger 
Tidewater Oil Co. 


Discount centers entering the gaso- 
line business will become a factor in 
the local market areas where they are 
located. Their chances for success are 
greater, in my opinion, than for food- 
chain operators entering into the gaso- 
line business. Because of the relatively 
smaller number of discount houses, as 
compared with supermarkets, I do not | 
believe they will become too prevalent. 

I find the statement of the discount- | 
store operators that they can sell gaso- | 
line better than service stations 
amusing and difficult to believe. We 
can, however, learn from their opera- 
tion as to ways and means of expand- 
ing the merchandising activities which 
we have traditionally followed over 
the past. 





O. W. HILLGREN 
Manager, Retail Sales 
Western Division 
Tidewater Oil Co. 


Porcelain Prefabs 


»This company has been interested 
in prefab buildings for some years 
but so far has not seen fit to build 
any for several reasons. 

We have found that although we 
would have to contract for quite a 
few of the buildings to arrive at a 
reasonable cost, the price would still 
be appreciably over that of masonry 
buildings. 

Observing construction of prefab- 
ricated buildings by competitors, we 
believe that time of construction is not 
as short as expected, since once the 
frame is up all of the other trades 
must complete the work the same as 
in conventional construction. 

The ordering of a number of sta- | 
tions at once (usually 10), we con- | 
sider a hindrance, since we cannot | 
establish any uniform construction | 

(Continued on next page) 
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— precision machined 


Uniform wall thickness 


Uniform heavy 
wall thickness 
—no weak spots 
Recess retains gasket 
in coupler and assures 
proper placement 


Pad 
Superior quality forged body ff } 


—precision machined 
—accurate tolerances 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


EVER-TITE 
Standard 


EVER-TITE 
Adapter 
and 
Coupler 


EVER-TITE 
Shank 
Hose 

Coupling 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 
EVER-TITE. 

The EVER-TITE 
trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 

hose or pipe. 

Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC 
254 West 54th Street 
New York 19, N. Y. 


Dust Cap 
EVER-TITE Dust Protectors 
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00. 


CONTROL VALVES 


for many uses 








Remote Control 
Pressure Regulation 
Differential Pressure 
Rate of Flow 

Pressure Relief 

Multiple Pilot Operation 
Non-Surge Check Valve 


Available in sizes 2 in. to 12 in., 
up to 600 psi, and 150° F. 


SEND FOR FULL DETAILS, TODAY 








Operates on balanced pressure principle 


Connections for external pilot 
or pilots 


Needle Valve 











RALPH N. BRODIE CO. 


San Leandro, Calif., U.S.A. 
Cable Address: “BRODICO” 








Letters 


schedule and find that we cannot pre- 
dict in advance when any one station 
can be started because of the difficulty 
of procuring permits and other uncer- 
tainties not under our engineers’ 
control. 

However, we have an open mind 
and would probably use prefab build- 
ings if the cost were less and if the 
firms supplying them would organize 
the construction work to take full ad- 
vantage of the inherent possibilities 
for rapid construction. ’ 

Name withheld upon request 


©The information in “Porcelain Sta- 
tions: A Trend?” (Nov. p133) is very 
much in line with Atlantic’s experi- 
ence with these units. 

We are in the unfortunate position 
of not having a large fabricator of 
such equipment within our marketing 
area. In almost all instances, trans- 
portation costs from factory to site 
have prohibited us from using this 
type of building. 

We have a few of these units, either 
finished or under construction, at vari- 
ous points along the Atlantic Coast. 
However, to date we have been un- 
able to obtain construction costs that 
are less than the cost of our standard 
building. 

We are hoping that in the near fu- 
ture, with some fabricators moving 
factories into the East, we will be able 
to develop more completely a justi- 
fication for the use of such units. 

J. A. RussuM 
Manager, Domestic 
Marketing Operations 
Atlantic Refining Co. 


Divorcement 


Mr. Jones and Mr. Jordan are to 
be congratulated for covering both 
sides of the question so thoroughly 
“Would Marketing Divorcement 
Help the Oil Industry?” Nov. p91). 

One who is prejudiced might find 
it easy to agree with either of these 
gentlemen. On the other hand, it is 
very evident that the vast majority of 
us in the industry would rather keep 
out government control, so long as 
equal opportunities exist. Whether or 
not this can be done will depend en- 
tirely upon how far the major oil 
companies extend their competitive 
practices against the retailer and 
wholesaler, who are independent 
businessmen. 

Certainly divorcement is a very 
controversial question. I would rather 
see an improved relationship in the 
industry and not government control. 


L. A. LARD Jr. 
L. A. Lard Oil Co. 
Denham Springs, La. 





Oil Credit Cards Universal? 


“How Effective are Universal 
Credit Cards?” (Oct. p117) is indeed 
an interesting account of the pro- 
gressively greater intrusion into the 
credit card field of the universal com- 
panies. 

I look for these companies with 
multiple or universal uses for their 
cards to continue their growth within 
the oil business. However, I don’t 
believe that oil companies will be 
abandoning their own cards and 
their own systems in the foreseeable 
future. Most of them have been at 
the business so long and have become 
so large themselves that it will be a 
long time before they give up this 
function. Ultimately they probably 
will, but who knows, perhaps some 
of the very large oil companies might 
decide to make this credit-card func- 
tion profitable and give their own 
cards universality. 

The last two paragraphs were es- 
pecially interesting. They point up 
the fault in the oil-company credit 
systems: credit-card operations are 
too costly for the margin of profit 
in the product. Somehow the con- 
sumer should pay for this service. 

JoHN M. DONNELLY Jr. 
Credit Manager 
Ingram Oil & Refining Co. 








| Just Published! | A great new 


technical reference work 





MARINE LUBRICATION 


by G. H. Clark, Esso Petroleum Company 


This comprehensive, authoritative handbook 
contains over 600 pages of practical, technical 
information on every aspect of lubrication 
from fundamentals to advanced applications 
in atomic plants, atomic reactors and operat- 
ing circuits. Virtually a one-volume encyclo 
dia, it offers a wealth of up-to-date mate al 
for industrial as well as marine engineers. 
More than 250 illustrations, dozens of charts 
and tables. $16.00 


be oe Chapters: Refining of Lubricating Oils. 
Lubrication-Fundamental Principles. Journal 
Bearings. Lubricating Oil and Fuel Oil Filtra- 
tion. The Lubrication of Marine Prime Movers. 
Reciprqcating Steam Engines. Exhaust Steam 
Turbinés. Corrosion of Steam Turbine Oil Sys- 
tems. Steam Turbine Lubricating Oil Systems. 
The Lubricating of Turbine Gearing. Modern 
Gear Designs. Flexible Couplin ear Spray- 
ers—Oil Coolers. Cleaning of Turbine Oil Sys- 
tems. Turbine Oil Maintenance. Scavenging and 
Pressure Cherens of Diesel Engines. Piston 
and Piston Ring Design. Marine Diesel Engine 
Lubrication. Improved Diesel Engine Sipnae 
Lubricants. Mechanical Lubrication of Diesel 
Engine Cylinders. Diesel Engine Crankcase Oil 
Systems. Corrosion of Working Parts in Crank- 
cases of Marine Diesel Engines. Minimizing 
Crankcase Corrosion. Crankcase Oil Mainte- 
nance, Free-piston Gas-generator Turbine. 
Marine Gas Turbines. The Elements of Nuclear 
Technology. Nuclear Propulsion of Ships. In- 
direct Diesel Propulsion. Index. 


Ca. 650pp. 250 illus. 6’@9” $16 
Send your order today to: 


SIMMONS-BOARDMAN BOOKS 


Dept. NPN-160, 30 Church Street, New York 7 
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an You Call a Man a “Failure” 
at Thirty? 


Men who think that success is only a matter of “a few years” 
are failures... however young they are! 


How often have you heard some young man in business say, “I'll admit the job I have now 
isn’t much but, after all, I’m only in my twenties.” 


Or: “Just about every executive in the company I work for is between 45 and 65. I have 
plenty of time to get ahead.” 

This mistaken idea that success comes automatically with time is easy to understand. 
Promotions do come regularly and effortlessly to young men of promise. But the day arrives, 
often abruptly, when that promise must be fulfilled. Native ability and intelligence can carry 
a man only to the mid-way point in business—beyond that he must prove his capacity to justify 
a position of executive responsibility. That calls for a practical, working knowledge of business 
fundamentals. 


The time to build that knowledge—to lay a solid groundwork for your future progress— 
is now ... now while time is still on your side. If you fail to recognize that fact, you'll know 
only struggling, skimping and regret when your earning power should be at its height. 


FOR THE BUSINESS MAN WHO REFUSES TO STAGNATE 


H”’ the world is half asleep! what the qualifications of an execu- 
Men who could be makingtwice _ tive are in today’s competitive mar- 
their present salaries are coasting ket...what you must know to 
along, hoping for promotions but make $15,000, $20,000 or more a 
doing nothing to bring themselves year... what you must do to accu- 
forcefully to the attention of man- mulate this knowledge. 
agement. They’re wasting the most “Forging Ahead in Business” was 
| fruitful years of their businesslives... written for ambitious men who seri- 
throwing away thousands of dollars ously want to get down to bed-rock 
they'll never be able to make up. in their thinking about their busi- 
If you want to discover how to _ ness future; there’s no charge for 
start to succeed while you're still the booklet because, frankly, we’ve 
young—if you want to avoid the never been able to set a price on it 
heartbreak of failure in later years that would reflect its true value. 
—send today for “Forging Ahead in Some men have found a fortune in 
Business”... one of the most prac- _its pages. If you feel that it’s meant 
tical and helpful booklets ever for you, simply fill out and return 
written on the problems of personal this coupon. Your complimentary 
advancement. You will discover copy will be mailed to you promptly. 


----------------------4 


i ALEXANDER HAMILTON INSTITUTE 
| « Dept. 209, 71 W. 23rd St., New York 10, N. Y. 
In Canada: 57 Bloor St. W., Toronto, Ontario, Canada 


i Please mail me, without cost, a copy of your 48-page book— 
“FORGING AHEAD IN BUSINESS” 


ee eer eeeneses enetcnduescsesuvashonun 


Business Address, .........,.0s0: cikixeschveseseu Pe 


, ee Fee sie ee " woe eee eecenesersecresgeesecesccsscceestoes 
ALEXANDER HAMILTON INSTITUTE Bonk H AMEE. «oo vos vecccuuscnenesess Occecccccecccccccece 
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Outlook for the Oil Industry’s second 100 years: 


BIGGER and BETTER 


At the end of Oil’s Centennial year and 
at the start of its second century, the 
future augurs nothing but bigger, better 
and brighter things to come. The space 
age is upon us, and in tomorrow’s world, 
Oil will play an ever increasing role. 
Already, oil industry research has helped 


dustry growing, amount to more than 
six billion dollars annually. 

In the climate of free competitive en- 
terprise afforded by our great country, 
oilmen will meet the staggering require- 
ments of the future. The petroleum in- 
dustry welcomes the challenge of its 


supply the “exotic fuels” that propel second one hundred years. 
rockets and satellites into space. 

Oil will continue to progress as 
America progresses. It is estimated 
that the U. S. will consume five and 
a quarter billion barrels of petro- 
leum yearly by 1967, a 66% in- 
crease over the present. By 1965 
petro-chemicals will be consumed 
at the rate of 85 billion pounds a 
year. 

In preparation for whatever the 
future may bring, the oil industry 
spends almost three hundred mil- 
lion dollars a year on research. In- 
vestments in capital expenditures, 
needed to keep all phases of the in- 


New Type Oil 
Eliminates Sludge 


A special dispersant built into new 
Cities Service 5D Koolmotor Oil keeps 
harmful contaminants in suspension. 
This “floating action” prevents parti- 
cles from bunching together and 
settling down on engine parts. Since 
damaging deposits never form, valve- 
lifters can’t clog . . . rings can’t stick. 
New 5D Koolmotor Oil is another 
example of how modern research sup- 
plies Cities Service dealers and distrib- 
utors with better products, to serve the 
American motoring public better. 








1960 can be 
your year as a 
Cities Service 

Dealer or Jobber 


Never before has the outlook for 
Cities Service dealers and jobbers 
been more profitable. Never before 
has Cities Service offered so much 
incentive, so much assistance to new 
dealers and jobbers. 

If you’re interested in the full 
story, write: Cities Service Oil Com- 
pany, Sixty Wall Tower, N. Y.5,N. Y. 


5 - Setrolenn Products 


Refineries, tankers, research facilities 
and service stations are often in the 
public eye. But one facet of the petro- 
leum industry that misses attention is 
storage. Vast facilities are required to 
store crude oil and petroleum products 
to assure a steady supply for the ever 
growing demand. 

The huge spheres shown here are 
part of the Cities Service storage facili- 
ties at Lake Charles, Louisiana. These 
tanks range up to 150,000 barrel capac- 
ity. There are 189 tanks in all at Lake 
Charles, holding 9,000,000 barrels of 
refinery products. 
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More Than 50 Million Two Headlamp Cars need Vision-Aid Headlamps with 


SPOTLIGHT 
LOW BEAM 


Greater visibility against oncoming 


lights makes night time passing safer for all 


two headlamp cars and trucks! 


Old Range of low beam in old-type 7-inch head- 
lamps is no longer adequate. As vehicles ap- 
proach, the opposing headlights create a glare 
that tends to cancel out the visibility of both 


6-V PASSENGER CAR 6006 


12-V PASSENGER CAR 6012 


ANY \. YY in 
hg NY WAN. 
Paya ry 


12-V HEAVY buTy 6013 
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drivers—causing a critical “blind spot” during 
passing. 

New TUNG-SOL 6000 series spotlight low beam 
concentrates more light farther along the right 
side of the road, away from oncoming lights... 
provides better visibility in critical passing zone. 
Even against “brights” more light gets through. 
Passing is accomplished with far less eye strain 
and hazard. In effect, spotlight low beam head- 
lamps bring more of the four-headlamp efficiency 
to all two-headlamp cars. 


SELL 


s) TUNG-SOL 


THE COMPLETE LIGHTING LINE 


Automotive Products Division 
TUNG-SOL ELECTRIC INC., NEWARK 4, N. J. 
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A NATIONAL ADDING MACHINE adds 
extra speed and efficiency to the op- 
eration of Jim Combs’ two stations. 


THE CLEAN, ATTRACTIVE 
EXTERIOR of Jim Combs 
Mobil Service Station 
#1, Phoenix, Arizona. 


“A NATIONAL INCENTIVE PLAN increased our number of lube jobs from 20 
week, and tire sales went up 300% during the first 30 days,” says owner J. M. 


“Our Clakonal Incentive Plan 


and Full-Shelf Cash Control System 


saves us 0,800 a year... 


returns 108% annually on our investment!” 


—Jim Combs Mobil Service Stations, Phoenix, Arizona 


“I wish we could personally talk to 
every Service Station Operator across 
the country. If we could, I’m sure none 
of you would hesitate to install the 
National Incentive Plan with Full- 
Shelf Cash Control System,” writes 
Jim Combs, Jr., owner of the two sta- 
tions bearing his name. 

“The features of my National Sys- 
tem have given me control over my 
two stations that I never dreamed was 
possible. It has helped me convert my 
employees from ‘waiters’ to ‘salespeo- 
ple.’ For example, having their own 
cash drawer and sales total becomes 
more and more satisfying since the 
more they sell, the more money they 
take home. 


“T will never again attempt to oper- 
ate a service station without the 
combined advantages of our National 
Incentive Plan and Full-Shelf Cash 
Control System. I recommend without 
hesitation that the proprietor of any 
station install the National System in 
order to obtain maximum profit. Our 
National System saves us $5,800 a 
year and returns 108% annually on 


| LEY 


owner of Jim Combs 
Mobil Service Stations 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your service station, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves quickly through 
savings, then continue to return a regu- 
lar yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow 

pages of your phone book.) 
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Money-Making Ideas 


A CITIES SERVICE dealer uses a 
variation of an old shoe-shine trick 
to bring new customers to his station. 
He sends a man out to tour parking 
lots and clean just the driver’s half 
of the windshield. The man leaves a 
card under the wiper inviting the 
driver to get the other half cleaned 
free by visiting XYZ station. 


$ 


AN IOWA dealer became a popular 
man in town when he offered a spot 
on his station site to the local Legion 
post for an Armed Forces Day 
display. 


MERCHANT Oil Co., Wayne, Neb., 
couples business with pleasure in a 
holiday letter to farmer customers. 
Included in a letter of greetings from 
the company staff is a full tabulation 
of the farmer’s oil purchases for the 
past year. It gives the farmer a handy 
record. 


$ 


DEALERS located near drive-in 
movies* may be overlooking a good 
tie-in. They could offer five gallons 
of gasoline or some other products or 
services as a “door prize.” The thea- 
ter might pay off with a screen com- 
merical for the station, or by plugging 
the prize offer on hand bills. 


$ 


HOW ABOUT getting one of those 
coin-operated spaceship or automobile 
rides for your station. The ride usually 
lasts long enough for the attendant to 
fill Daddy’s tank to the brim. 


$ 


IF YOU have two attendants at a 
station, each working from 8-5, you 
can get at least two hours extra selling 
time by staggering their shifts one 
hour, working one from 7-4, the other 
from 9-6. 


NEWSPAPER vending machines can 
be a drawing card for stations, just 
as beverage machines are. 


$ 


DO YOU have problems with attend- 
ants who arrive late or take extra- 
long lunch hours? How about offer- 
ing an extra day of vacation to the 
ones with perfect records? 





INSTALLED... 


for service station remote pumping systems 


Reda Gasoline Pumps are “performance proven”. Over 10,000 Reda 
manufactured Gasoline Pumps are installed for remote pumping systems 
at service stations. A Reda Submergible Gasoline Pump operates sub- 
merged in the storage tank. It is economical and easier to install. Under- 
ground tanks may be located anywhere convenient. The unit provides 
a flexible economical installation which will serve present service station 
pumping needs and also future requirements such as additional capacity 
needs or to pump new high vapor pressure fuels. Sizes are available 
in 4%, % and % H.-P. with capacities up to more than 60 g.p.m. All 
models are U.L. approved. 


REDA Cost Saving ADVANTAGES 


CONTROL , 
. Knockouts conveniently located. : , 
b. Repairs or replacements easily made without dis- Write for Bulletin R652. 
turbing installation. Additional information will 
c. Toggle switch locks in “on” or “off” position. be promptly furnished on 
d. Overload button in panel. request. 
. Neon pilot light in panel. 
f. Extra pilot light may be added for any location. 
m_ OF QU4y, 
PUMPING UNIT ve ia 
b: Installed in the storage tank — where it quietly 
operates submerged in the fluid. 


. One unit can service eight dispensers. 
. Can be installed through 4” pipe flange. ea 
. One unit can pump from two tanks by installing a 

syphon valve in the manifold. 


Manufacturers of submergible motors & pumps for over a quarter century 
for Oil — Brine —Water— Gasoline — Jet Fuel —Chemicals and LPG. 
Models available from ‘3 to over 300 h.p. 


REDA PUMP COMPAN Y 
Bartlesville,Okliahoma 


January, 1960 +» NATIONAL PETROLEUM NEWS 





COUPLINGS 


Engineered to give longer hose service 
and lower year-round coupling costs 


All International couplings offer built- 
in protection, preventing “‘one-point”’ 
strain from flexing. They provide posi- 
tive grip on both inside and outside of 
hose . . . are easy to install. 





Reattachable, %4” and 1” 


Reattachable, 1” through 4” 


International’s complete line makes it 
possible for you to select the design 
best suited to your needs—reattach- 
able or permanent. Either will give 
top performance and long service. 


Permanent, 1” through 3” 


HD 


ipeeeneee 


Permanent, %4” and 1” 


Reattachable or permanent, International couplings are engineered to give you 
longer service from hose—and lower year-round coupling costs. That’s why 
they’re specified by major hose manufacturers, year after year. 


For complete information on International couplings, write, wire or phone 


INTERNATIONAL COUPLINGS, INC. CLEVELAND, OHIO 


Division of The Gabriel Company 
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Here is the pump that keeps pace with the 
modern trend toward smaller, more com- 
pact design! The new Gilbarco “44” is only 
44 inches high — 4 inches shorter than other 
“low” pumps and 8 to 14 inches under stand- 
ard pumps... a design that provides maxi- 
mum visibility to station front and TBA dis- 
play. Put dynamic selling power on your is- 





lands with Gilbarco “‘44’s.” There are models 
for every need: self-contained pumps, re- 
mote single dispensers and remote one- or 
two-product dual dispensers. For complete 
information on these or all of Gilbarco’s 
line of service station pumps, write today. 
GILBERT & BARKER MANUFACTURING CO., 
West Springfield, Mass., and Toronto, Canada. 


The world’s finest petroleum marketing and 
handling equipment comes first from 





QUAKER MAID REFUELER 





MARTHA WASHINGTON TANDEM GONDOLA TYPE SEMI-TRAILER 


Sm aU het am e-tel.e— 


SP Ae CROP Gana: 


ENGINEERING AND lL 


» cc 


A 
A 


CUSTOM REFUELER 


Quaker Truck and Trailer Tanks are designed by engineers 
of highest standing and built to your individual require- 
ments by mechanics of the finest skills. Before construction 
is started on any tank, a blueprint is submitted showing how 
the tank will look, how much it will weigh, and how the 
load will be distributed on each axle in accordance -with 
both the chassis manufacturers’ specifications and State 
highway laws. You can depend on Quaker Tanks never to 
be overweight, never to be over or under capacity; and to 
have the load distributed perfectly. 


For over 30 years Quaker has been the leader in the 
development and improvement of truck and trailer tank 
equipment. Go over any modern piece of equipment and 

_ See what a large percentage of the improvements in design 
and construction have been developed by Quaker City. 
To take a specific item: you will find lightweight tubing of 
larger inside diameter than piping, with long sweep elbows 
replacing sharp mitered joints, all joints welded and tested. 
Features like these explain why so many large oil com- 
panies ask us to construct pilot models for them before 
they go ahead with a large program. 


Get the benefit of standardization where it will save you 
time and money, but at the same time enjoy the advantages 
of a tank designed to fit your individual requirements by 
specifying Quaker City on your next order. Whether you WILLIAM PENN 
want a simple job like our “William Penn” or a deluxe 
unit like our “Fawn,” we can take care of your needs. 


QUAKER CITY IRON WORKS 


3400 GAUL STREET, PHILADELPHIA 34, PA., Telephone: REgent 9-3000 


ONE OF AMERICA’S LEADING TRUCK TANK BUILDERS FOR OVER 30 YEARS 
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The Southeast 





A FEW DAYS after North Carolina’s six- 
month try at fair trading came to an end in 
early December, an NPN reporter moved into 
the Piedmont, N. C., gas-war area to ask oil- 
men about problems and possible solutions. 
The big questions: 

® Why is mid-North Carolina the most bit- 
ter price-war area in the eight Southeastern 
states? 

e Why did 10 majors try fair trading? Why 


Why Did Fair Trade Fail? 


didn’t fair trade work? 

e What’s coming next? Do majors have 
other possible solutions up their sleeves? Are 
the majors regrouping for another try at fair 
trade? 

e What are the legal angles? Why did North 
Carolina’s attorney general tackle the fair-trad- 
ing majors? 

Here are some answers the reporter got 
from people involved. 


Grocers Use ‘Gas’ as Loss Leader 


DANIEL: ‘The independent grocers are up 

stiff competition from super- 
markets. To stay in business, they keep 
late store hours and use gimmicks such 
as cut-price gasoline.’ 


A CHIEF SPOKESMAN for the fair- 
trading majors in North Carolina has 
been Frank V. Daniel, Amoco’s dis- 
trict manager. In his Charlotte office, 
Daniel said: 

“The gas wars in this area start in 
the suburbs, where we have combina- 
tion service station-grocery stores. 
These grocery-store operators don’t 
need a big margin from gasoline sales, 
so they use gasoline as a price leader, 
to get people in to buy groceries. 

“The independent grocers are up 
against stiff competition from super- 
markets. To stay in business, they 
keep late store hours and use gim- 
micks such as cut-price gasoline. 

“We tried fair trade on this prob- 
lem. We dropped it when it became 
obvious that fair trade, as permitted 
by North Carolina law, isn’t flexible 
enough to solve our problems. 


“For instance, when we needed to 
hold a certain price in this central- 
North Carolina area, we had to de- 
clare the price and the allowance ef- 
fective over the whole state. That’s 
the way the law requires fair trade to 
be handled.” 


Is fair trade a dead issue now in North 
Carolina? Will it be tried again in gaso- 
line marketing? 

“I can’t say fair trading of gasoline 
will never be tried again in this state. 
But I think it will be quite a while 
before it is again tried.” 


Mr. Daniel, you say the grocery store- 
filling station is a large factor in your 
constant ‘gas’ wars in mid-North Caro- 
lina. But other parts of the country have 
that type retail outlet, yet they don’t 


Jobbers: 


WALSER: ‘Jobbers in other parts of the 
state . .‘. sit back and say we shouldn’t 
do this and shouldn’t do that. But a man 
will do most anything that’s legal to save 
a business he’s spent his life building up.’ 
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have your market troubles. Why is that? 

“This central-North Carolina area 
is a peculiar one. When you go up 
highway 29, you travel 100 miles 
without ever really getting out of a 
heavily populated area. There’s no 
real open country. Therefore, there is 
a continuous string of gasoline out- 
lets. And a price-cutting situation leap- 
frogs for unusua!ly long distances in 
a relatively short period of time.” 

What will be your next move? 

“We'll act as the market problems 
come up. I don’t have any sweeping 
solution. And I haven’t heard of a 
good one from anyone else. The mar- 
ket seems fairly stable right now. 
We're holding our breath, hoping it 
will stay that way.” 


A Matter of Survival 


OIL JOBBERS in southcentral North 
Carolina are as sick of price wars as 
the majors are. Most jobbers accepted 
fair trade with a wait-and-see attitude 
at first. At least one big jobber in 
the price-war area of North Carolina 
is still in favor of fair trade. 

Sink Walser of Salisbury, N.C., a 
Phillips 66 jobber, owns 12 stations, 
supplies a total 60 retail outlets. 

Walser says, “The fair-trade prin- 
ciple is the only legal salvation for the 
gasoline industry. 

“We have two choices. The majors 
can go 100% fair trade (including the 
three majors that didn’t fair trade the 
first time around). Or we are going to 
face some tough legislation. We have 
a year to try to straighten our house. 
The North Carolina legislature meets 
in January 1961. 

“And frankly, I doubt if we'll be 
able to set our own house straight. 
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Regions 


There’s so much back-biting in the 
industry—one guy pointing his finger 
at the other. 

“Jobbers in other parts of the state 
have never been in a market like 
we've got. They sit back and say we 
shouldn’t do this and shouldn’t do 
that. But a man will do most any- 
thing that’s legal to save a business 
he’s spent his life building up.” 


What are the main causes of the con- 
tinuous gas wars in mid-North Carolina? 


“For one thing, highway 29 (an 
interstate highway running from Char- 
lotte to the Virginia line in a north- 
easterly direction) is overbuilt. So 
when prices are steady, everyone is 
going to have a pretty small piece of 
the pie. 

“Second reason for our troubles is 


the Mom-Pop station (country store 
with gas pumps in front). These low- 
overhead boys can outprice any large, 
modern station. When the laws of 
the country let the majors subsidize 
two-bay service stations—give them a 
better allowance than Mom-Pop 
operators—then you'll have peace 
in the market. 

“As an example, I have an account 
near Mooresville, N.C., that has a 
couple of pumps outside a cafe. This 
guy takes a half-cent profit on a gal- 
lon and loves it. He thinks cheap gas 
is good for his cafe business. He won’t 
even begin to hold the line on prices. 

“So until we can have 100% fair 
trade, or until the government leis us 
give the two-day station a better profit 
per gallon, we’re going to have chaos 
in the market.” 


Another jobber in the gas-war area 
is Gus Widenhouse, Sinclair marketer 
in Concord. Widenhouse agreed: to 
see an NPN reporter; but when the 
reporter arrived, the jobber wouldn’t 
talk on marketing problems in North 
Carolina. Several weeks _ before, 
Widenhouse had blasted fair trade in 
a panel session at the North Carolina 
Oil Jobbers Assn.’s Asheville meeting. 

By the time fair trade ended, 
Widenhouse was saying, “I’ve learned 
not to talk too much. But I will say 
this: The problems we have in North 
Carolina can’t be solved at the bottom. 
Our problems start at top-manage- 
ment levels of the major oil com- 
panies. When they straighten out their 
problems at the top, then we'll have 
no more trouble at this end of the 
business. 


Dealers: No One's Getting Enough to Live 


I\\ ea Sik Ps 


FESPERMAN: ‘Mom-Pop stores are giving 
us a fit. We just can’t sell gasoline at 
cost. . . . It looks like the price will just 
be up and down from here on in.’ 


WHAT’S THE OUTLOOK among 
North Carolina dealers? Ralph Fes- 
perman, Shel! (non-fair-trading) dealer 
on rough-house highway 29 outside 
Charlotte, says he never had it so 
good as during fair trade. 

“Fair trade made my _ gallonage 
jump 10%,” says Fesperman. “Some- 
times the fair-traders were 5¢ per 
gal. over my price. A customer is a 
fool to give that much more per gal. 
And not many did.” 


Where did your new business come 
from during fair trade? Through traffic, 
or local? 

“It’s mostly the local people that do 
the shopping. People who commute 
to work. People who live around 
here, too. When my price is under 
the rest, they stop here. But I keep 
some of the business after it’s all over. 
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My gallonage has dropped only slight- 
ly since fair trade ended.” 


Did you ever wish your company had 
gone fair trade, so you could get a bet- 
ter price for your gallonage? 

“No. I get 3¢ per gal. no matter 
what the price reads on the pump. 
Why should I want to push my prices 
up?” 

Why are prices always bouncing up 
and down along this highway? 

“There are too many stations. No 
one is getting enough of the business 
to keep him satisfied. 

“Also, these Mom-Pop stores are 
giving us a fit. We just can’t sell 
gasoline at cost. But I don’t know of 
any answer to the problem. It looks 
like the price will just be up and down 
from here on in.” 


Did you sell any bulk-volume gaso- 
line when you were 5¢ under the fair 
traders? 

“No. Shell wouldn’t let me sell to 
tank trucks (in tank quantities).” 


A few hundred feet down highway 
29 from Fesperman’s Shell station is 
a nice-looking Gulf station that has 
been run for the past two years by 
cigar-smoking, plain-talking O. L. 
Deal. How did this dealer weather 
six months of fair-trade pricing, as 
dealer for a fair-trading company? 

Says Deal, “I lost $1,000 during the 
six months of fair trade. Most of it 
to Texaco and Shell. 

“Business has picked up a little 
since fair trade ended, but I’m not 
back to the gallonage I had last spring 
before fair trade began. A lot of my 
local customers with credit cards have 
gone to other brands. Some of them 
I'll never get back.” 


DEAL: ‘All it takes is one fellow cutting, 
and everyone on the whole highway has 
to go down with him. And there aren’t 
many weekends when somebody doesn’t 
decide to cut prices.’ 


How have prices been since fair trade 
ended? 

“We still have troubles on week- 
ends. Yesterday (Saturday) for inst- 
ance, everybody around me cut to 
26.9¢ and 27.9¢ At noontime I had 
sold 140 gal. at 29.9¢. Then I went 
down to 27.9¢ to meet my neighbors’ 
prices, and I sold 500 gal. the rest of 
the day. I paid 28.1¢ for this gasoline, 
and I’m selling it for 27.9¢. Can you 
make any sense out of that?” 


Who starts the price-cutting? 

“Mostly the Mom-Pop stations 
along this highway. All it takes is 
one fellow cutting, and everyone on 
the whole highway has to go down 
with him. And there aren’t many 
weekends when somebody doesn’t 
decide to cut prices.” 
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Jobber Association: A Three-Point Plan 


LESS THAN A WEEK after the last 
major stopped fair trading in North 
Carolina, a special committee of job- 
bers met at NCOJ headquarters in 
Raleigh. The officially stated purpose: 
“To study all facets of petroleum 
gasoline marketing and to invite others 
who are engaged in marketing and 
are interested in distribution of pe- 
troleum products— whether they be 
marketers or consumers — to co- 
operate with the view of determining 
ways and meaas of eliminating the 
ruinous practices that have contri- 
buted to create chaos in the gasoline- 
marketing industry in the state... .” 
Out of the NCOJ committee’s first 
meeting came a resolution that the 
industry hanadle its own problems, 
without government interference. 
“There is room for solutions within 
the bounds of present laws,” said the 
committee. “Committee efforts should 
be directed to attempting to find solu- 
tions without resorting to recommend- 
ing legislation, if such solutions are 
possible without a change in laws.” 
The committee came up with no 
long-term recommendations. But as 
immediate medicine for market ills, 


the members proposed that: 

e All gasoline resellers should be 
licensed, and no supplying company 
should sell to an unlicensed marketer. 


NCOJ: A special committee was formed to consider solutions for the topsy-turvy gaso- 
line market. Members are (left to right): Shelton Castleberry, Gulf, Smithfield, N. C.; 
H. S. Kimrey, Pure, Clinton; Frank Kenan, Phillips, Durham; chairman, G. E. Maultsby, 
Shell, Jacksonville; H. T. Efird, Amoco, Gastonia; T. Ed Brown, Pure, Wilson, NCOJ 
president; Don Ward, NCOJ executive secretary (Brown and Ward are not members 
but are attending as NCOJ officials); and J. C. Little Jr.. NCOJ legal counsel. 


e All companies or persons sup- 
plying gasoline to resellers should be 
required to make periodic sales re- 
ports to some agency of the North 
Carolina government. 

e All supplying companies should 
have written contracts with all of their 
resellers. 

Will this NCOJ committee help the 
industry find market stability? 

One highly-skeptical jobber says, 
“That committee is off to a bad start. 
Look at the members. There’s only 
one of them from the troubled area. 


The other six are from marketing 
areas that haven’t had a free-for-all 
gas war in years. How can they make 
recommendations for cures when they 
don’t know anything about the prob- 
lems?” 

An NCOJ official felt differently, 
saying, “Somebody has to do some- 
thing. We're afraid that if we don’t 
act, there’ll be some tough legislation 
passed in 1961. Someone has to take 
the lead in the industry. And this 
committee of ours will certainly help 
make the jobbers’ viewpoint heard.” 


Attorney General: Glad Fair Trade Died 


SEAWELL: ‘I and my office have no per- 
sonal grudge against the oil industry. But 
we just couldn’t stand by and let oil 
marketers try price-fixing under the guise 
of fair trade. 


ON CAPITAL SQUARE, a few 
blocks away from NCOJ headquar- 
ters, stands the Justice Building, where 
attorney general Malcolm Seawell 


makes his office. Seawell, whose name 
has come to be both despised and 
respected among North Carolina oil- 
marketers, says he doesn’t take credit 
for having killed gasoline fair-trading 
with his threats of court actions. But 
Seawell is glad to see fair trade dead. 

Seawell says, “I became interested 
in this gasoline situation as soon as 
the first company announced it would 
fair trade. Then I really took notice 
when the posted fair-trade prices for 
regular ‘gas’ were identical to the 
penny. 

“The mail began pouring into my 
office, and I couldn’t have ignored the 
situation if I had wanted to. 

“One letter, from the owner of a 
small country store that sells gasoline, 
contained an invoice for gasoline 
bought at 26.9¢ gal. and a letter from 
the gasoline supplier, received the 
same day, saying fair-trade price was 
26.9¢. The station owner asked, 
‘How can I make money this way?’ ” 


Mr. Seawell, will you back legislation 
to control or stabilize the market? 
“As attorney general, I actually can 
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have nothing to do with backing or 
supporting legislation. But I would 
like to see legislation passed that 
would eliminate TVA’s or any other 
kind of rebate or bonus devices that 
let the company or distributor absorb 
parts of the loss. I think this gives 
too much power to the people who 
want to cut prices to the disadvantage 
of their competition. 

“People in the gasoline-marketing 
business keep talking about how well 
fair trade has worked in New Jersey, 
and why it would be the same here. 
There’s a big difference. The New 
Jersey fair-trade law specifically 
permits fair trading of gasoline and 
specifically forbids TVA allowances.” 


North Carolina has a law permitting 
fair trading. What were your legal 
grounds for attacking fair trading of 
gasoline? 

“Our law permits fair trading of 
trademarked, labelled, containerized 
products, such as clothes. A gasoline 
pump is not a container. And I think 
we could have beat the gasoline 
marketers in court by proving that 
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WHEN ONE OF YOUR DEALERS 
RELINES A CAR’S BRAKES... 


does he make a friend— 


or lose a customer? 


You and your dealers are out to build a strong consumer fran- 
chise. But shoddy brake work may well cripple your efforts. 
That’s why you will want to control the quality of your dealers’ 
brake service by making certain that they use only quality linings 
and that they are equipped to do a really professional job. 
Raybestos can help you on both counts. 


Raybestos Brake Linings, as you know, are unexcelled. The 
result of premium materials and modern manufacturing methods, 
they are thoroughly proving ground tested. Mr. Motorist can 
rely on them. . . if they have been properly installed. And that’s 
why Raybestos training programs are so important. At local brake 
service clinics and in our own factory schools we show your 
dealers how to do the kind of brake work that ultimately boosts 
business at your stations—all kinds of business—pump sales, 


lube and oil jobs, and TBA. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


Regions 


(Begins on page 19) 

gasoline is not marketed in a con- 
tainer. Gasoline is not the type of 
product our North Carolina fair-trade 
law was meant to cover.” 


De you suspect illegal collusion in 
restraint of trade among the major oil 
companies? 

“I’ve been told that all the major 
companies knew fair trade was 
planned, before the first company ever 
publicly announced fair trade. Couple 
this with the identical price fluctua- 
tions, and you have a plenty-suspici- 
ous picture.” 


In the past you have mentioned your 
contact with the U. S. Justice Dept. on 
this matter of fair trading in North Caro- 
line. What specific responses have you 
had from the federal government on 
legality of gasoline fair trading in this 
state? 

“Unfortunately, the McGuire Act 
(prohibiting Federal interference in 
fair trading in states that have permis- 
sive laws) ties the Justice Dept.’s 
hands. They have indicated some in- 
terest. But they are forbidden to take 
any direct action.” 


Why, in your opinion, did fair trade 
fail in North Carolina? 

“The companies were unsure of 
their legal grounds in fair trading. 
Texaco, Shell and Sun failed to fair 
trade—leaving a gap in the industry 
front. 

“The oil companies” public rela- 
tions was bad during the fair trade 
period. 

“And fair trade obviously didn’t 
solve the price-war problem. Prices 
went up and down five or six times 
during fair trading.” 


From your comprehensive investiga- 
tion of market problems leading up to 
fair trade, what do you think are the 
basic problems in North Carolina, and 
what are the solutions? 

“The basic problem is overbuilding, 
and overselling—especially on high- 
ways 29 and 49 near Charlotte. 
Troubles start there, and spread to 
other areas. 

“As long as big companies such as 
Phillips, Esso, and Sun have great 
surpluses, and glut the retail market 
with those surpluses, somebody in the 
market is doomed to failure. 

“My sympathy is primarily with the 
retail outlets, and with the consuming 
public. The public, especially, needs 
protection when—in our state—a one- 
cent rise in gasoline price costs the 
public $27-million per year. 


“I and my office have no personal 
grudge against the oil industry. But 
we just couldn’t stand by and let oil 
marketers try price-fixing under the 
guise of fair trade.” & 





RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 

RAYBESTOS-MANHATTAN, INC., Brake Linings ¢ Brake Blocks « Brake Fluid ¢ Clutch 
Facings ¢ Industrial Rubber « Mechanical Packings * Asbestos Textiles * Engineered 
Plastics * Sintered Metal Products « Rubber Covered Equipment * Laundry Pads and 
Covers * Abrasive and Diamond Wheels ¢ Industrial Adhesives ¢ Bowling Balls 
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PAlabama jobbers are celebrating 
hard-earned success with a collection- 
allowance bill recently signed by Gov. 
John Patterson. 

The bill allows jobbers a 2% return 
on the first $5,000 in taxes collected 
per month, and 1% of all collections 
above $5,000 up to a maximum of 
$15,000 a month. 

This isn’t just another bill fought 
for and won. Jobbers have been push- 
ing this bill since 1945. And every 
Alabama Legislature since 1945 has 
passed the bill only to have it pocket- 
vetoed by the governor. 

But the present governor made a 
campaign promise to support the bill. 
He followed through recently at a 
signing ceremony attended by the 
Alabama Petroleum Jobbers Assn.’s 
executive secretary Richard C. Belser. 
Fire, the bad dream of the bulk- 
plant operator, hit the Cochran Oil 
Co., Cochran, Ga., recently with dam- 
ages to warehouse and equipment 
estimated at $50,000. 

The company is owned by Louis 
Purser, who buys from Bay Petroleum 
and sells to 18 unbranded service sta- 
tions in the towns of Cochran, Dan- 
ville, Jeffersonville and Allentown. 

Purser’s bulk plant has_ three 
15,000-gal. tanks, one containing fuel 
oil and two containing gasoline. 

The day was humid and windless. 
A truck was loading up in the yard. 
Fumes accumulated. Some gasoline 
that had been spilled on the ground 
caught fire. Flames spread to the 
truck, jumped to the warehouse, and 
threatened to jump to a nearby gas- 
oline storage tank. The tank bulged 
but never actually caught fire. Firemen 
subdued the blaze within three hours. 
No one was hurt. 

Purser got offers of help from two 
major-brand marketers in Cochran. 
He thanked them, but decided to go 
it alone, rebuilding as quickly as pos- 
sible. He rented a small warehouse 
to hold his greases and other barrelled 
products until his new warehouse is 
completed, sometime this month. 


»Local fuel-oil marketers set up a 
boothful of gimmicks at a recent 
merchants home show in St. Peters- 
burg, Fla. 

The Home Heat Council’s central 
trademark is a _ smiling Scotsman 
named “Little Bill,” who sings the 
praises of thrifty oil heat. 

Little Bill is beaming at Floridians 
from tanker trucks, newspaper ads, 
letterheads, and other places. 

The oil-heat booth at the home 
show plugged Little Bill by featuring 
a bagpipe-playing British sailor, and a 
plaid-clad lassie handing out promo- 
tional literature. As a further attrac- 


tion, the St. Pete chapter gave away 
100 gal. of fuel oil per night at a 
drawing held in the booth. 


Arkansas Fuel Oil Corp., Shreve- 
port, La. is building a $250,000 
gasoline terminal in Chattanooga. 
Arkansas Fuel has been using an 
Amoco terminal, but B. W. Walker, 
director of operations, reports that 
Arkansas’ volume in the 100-mile 
radius has now grown to the point 
where building its own terminal facili- 
ties is feasible. 





When construction is completed 
early this year, the Chattanooga ter- 
minal will get its gasoline via the 
Plantation Pipeline direct from the 
Cities Service refinery at Lake Char- 
les, La. The terminal’s two tanks will 
hold a total of approximately 50,000 
bbl. The Chattanooga facilities will 
also include an office building and 
truck loading rack. 

Pettaway Oil Co. has been the 
Cities Service distributor in Chatta- 
nooga for 20 years and will continue 
to supply the area’s 40 stations. 








For a Prosperous New Year 


YOU’LL NEED ONE OF THESE... 
DROP US A CARD 


V.S.A, 


MORRISON BROS. CO. 


OIL EQUIPMENT HEADQUARTERS 


DUBUQUE, 


IOWA 
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The West: Simas Self- Service Bonanza 


Rebrander Walt Simas 
had three gasoline 
grades long ago. Then 
Standard adopted three, 
so he’s gone to four — 
with a flourish 


WHEN Standard Oil of Calif. went 
to three grades of gasoline a year or 
so ago, a veteran Oakland rebrander, 
Walt Simas, decided to do them one 
better. 

Since then he’s introduced what’s 
believed to be the first four-grade 
gasoline outlet on the West Coast. 
Opened in November at Castro Val- 
ley (NPN—Nov. ’59 p 76), the station 
has five pump islands, each with four 
Gilbarco mailbox-type pumps. 

Simas Bros.’ outlets in the East Bay 
have been offering three grades of 
gasoline for years, much longer than 
Standard has. But Simas believes 
consumer needs are becoming still 
more diverse. 

“Four grades cover more bases and 
give a better spread of octanes,” 
Simas explains. 

Simas calls his four grades 100, 
200, 300 and 400. The octane num- 
bers are said to be, respectively, 85, 
94, 98.7 and “over 101.” These often 
sell from 2¢ to 4¢ below equivalent- 
octane major-brand grades. 

Depending on how sales go at the 
four-brand outlet, Simas is thinking 
of putting a fourth grade in his 
other eight stations. 

The company uses a printed bro- 
chure suggesting a grade for each 
model automobile. When the motorist 
decides which grade fits his car best, 
an appropriate plastic sticker is placed 
on the ‘gas’ cap. 

Calling itself the “Eighth Major,” 
Simas Bros. is billing its new station 
a “Self-Service Bonanza.” 

Air, water, and other services are 
provided strictly on a_ self-service 
basis. An area 170x40 ft. has been 
set aside for these functions at the 
rear of the station. 

Each of four self-service bays is 
equipped with vacuum cleaner, trash 
basket, air hose, windshield spray, 
squeegie and sponge, towels, radiator 
water, and battery water. 

In the self-service area, there’s also 
a fully equipped lube rack customers 
can use for 59¢ plus the cost of grease. 
Lube charts designate grease fittings for 


' ' most models. Simas learned quickly 
SELF-SERVICE includes fully equipped grease rack. Use costs 59¢ plus grease (Continued on page 26) 





24 NATIONAL PETROLEUM NEWS °« January, 1960 





T FUEL 


Bi unily 


ls 
NEW BUCKEYE NOZZLE...SWIVEL.. .for low pressure-d 


No. 125 FUEL OIL NOZZLE @ Permanent lubrication of bearings; grease-sealed 

Available with either 1%” or 112” IPT inlet — with or at factory. 

without tube and with or without integral check valve 

@ Less than 10 lb. drop at 100 gpm.* capacity of your equipment adds to the number 
Higher lift, seat diameter larger than outlet tube. | f stops your trucks can make per day. This new 


To you, time is money —and increased delivery 


* 
x Buckeye combination is the only such system 
@ Designed for 125 gpm flow rate. designed to give you low pressure drop at flow 
@ Easy to open, easy to close because of hydrau- rates up to 125 gpm—virtually an “open pipe” 
lically balanced design. No hammer or chatter. system. Write for more information or contact your 
@ 4-notch replaceable guard permits easy control. Buckeye distributor. 


*Tested on nozzle without internal check 


No. 126 SWIVEL. Available in 2 sizes—1%” and 112” PRESSURE DROP 
AT INCREASING FLOW 


@ Fully repairable: remove plug and ball bearings. xe nee 
Bearings and quad-ring seal easily replaced. Typical 144” 


@ Teflon and ball bearings for easy operation. fuel oil nozzle* 


@ Full pipe size opening at both ends. Female New No. 125* (14%4” and 
portion of swivel (hose end) is larger than hose 1¥2” sizes—no difference) 
coupling—easy to attach and detach. ee pe Som vere 


Increases hose life. Prevents kinks, twists and : 
damaging tension. Allows hose and valve to turn 100 
independently. GALLONS PER MINUTE 


Ga Buckeye. BUCKEYE IRON & BRASS WORKS 
Box 883 e¢ Dayton, Ohio 
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that he must cut air pressure in the 
grease guns to prevent grease fights 
among teen-age mechanics.) 

Oil is dispensed in bulk from pres- 
sure drums set up near the office. A 
meter at each drum measures the 
amount sold, so the attendant doesn’t 
have to count up sales receipts. 

TBA isn’t handled at the Castro 
Valley outlet. 

One of the most striking features 
of Simas’ new station is its dazzling 
white vinyl driveways. The black- 
top is covered with a plastic paint, 


impervious to gasoline and oil and 
highly reflective. “This has itensified 
my lighting by about 50%,” says 
Simas. 

The Castro Valley station has a 
normal complement of lighting fix- 
tures, but Simas hopes he can cut 
down some at future outlets. It de- 
pends largely on how the paint holds 
up. If the four coats of paint will 
stay bright long enough, a lower light- 
ing bill would defray the cost. 

The Simas chain also has its own 
imprinting-type plastic credit card. 
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Reinforced and Regular for all 


Passenger Cars and Trucks 


Designed for TBA Profits! Here’s why: 


* Complete Line—reinforced and regular grades, 
a size to fit any vehicle. 


¢ Packaged—more effective display, easy handling. 
¢ Advertised to your dealers. 


¢ Quality Product — gives customer satisfaction, 
builds profitable repeat business. 





CAMPBELL CHAIN Company + YORK, PA. 





>The California Federation of Serv- 
ice Stations (CFSS) is waging war 
against what it regards as gasoline 
price fixing, antitrust violations, and 
unethical marketing practices. 

At its third annual convention held 
at Santa Cruz, the federation voted 
unanimously to oppose the proposed 
new service-station lease plan of the 
Standard Oil Co. of Calif., Western 
Operations Inc. This plan is being 
issued to Chevron dealers in Califor- 
nia and Arizona. 

The federation alleges the plan is 
in violation of the Sherman, Clayton 
and California Cartwright Antitrust 
Acts. CFSS charges “that this lease 
is in restraint of trade and gives lessor 
tendencies which can lead to monop- 
oly, and surveillance and built-in 
penalty provisions which can lead to 
exclusive dealing arrangements with 
the lessee.” 

In another action, the federation 
has petitioned Gov. Edmund G. Brown 
to call a special legislative session for 
the specific purpose of conducting in- 
vestigations of the “causes of gasoline 
price wars” in California. 

In a letter to the governor, the 
federation asks him “to consider en- 
actment of legislation to place the 
petroleum industry under utility-type 
controls if no other means is avail- 
able to protect consumer interests 
and the small independent business- 
men in the state of Calif.” 

The letter charges that gasoline 
prices are controlled “by collusive 
action” of the major West Coast oil 
companies and “that no competition 
exists at the wholesale level of dis- 
tribution.” 

Additionally, the federation has 
filed a complaint with the antitrust 
division of the Dept. of Justice at 
Los Angeles alleging wholesale and 
retail gasoline price fixing by collu- 
sive action among the seven major 
West Coast oil companies. The com- 
plaint calls for investigations. 

In another action, the CFSS execu- 
tive officers have instructed mem- 
bers to buy some auto-accessory 
items directly from discount houses 
at retail prices when those prices are 
lower than the wholesale price to 
dealers. 

“Dealers have found over a period 
of time that they actually pay from 
10% to 20% more at the wholesale 
level for a product than the customer 
pays retail in a discount house,” says 
John A. Touhey, CFSS_ executive 
secretary. 

The action is a protest against 
what dealers regard as price discrimi- 
nation among various resale outlets 
by manufacturers. 
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ROTARY DRILLING HOSE 
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213-H TANK FILLER HOSE 








STYLE WWH TANK TRUCK 
AND CAR FILLER HOSE 


..the big name in hose is... 


Name your hose and Goodyear has it! Whether you’re drilling for oil—refin- 
ing or shipping it — or delivering it right to oil-users’ homes — you'll find a 
Goodyear hose for the job. 


For the types of hose shown here are only a sample of the complete Goodyear 
line. It includes a broad selection to cover every possible oil-handling need. 
Many of them are made with CHEMIGUM — the oil-resistant rubber developed 
by Goodyear. And every one is designed and built for easy handling and 
longer service. 

Make sure your next hose is a Goodyear quality hose — by contacting your 
Goodyear distributor, or writing Goodyear, Industrial Products Division, 
Akron 16, Ohio. 


+ GOOD*FYEAR 


Tire & Rubver Company. Akron, ono OC MAME GREATEST NAME IN RUBBER 
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HYPOID 
HELICAL 


GEARS 





DOUBLE-REDUCTION 








Hypoid Double-Reduction Gears Make 
TIMKEN-DETROIT HEAVY-DUTY TANDEMS 


firet in performance, long life and low maintenance cost! 


Timken-Detroit Heavy-Duty Tandems with Hypoid 
Helical Double-Reduction Gears give you payload lead- 
ership, long trouble-free service, economical perform- 
ance. Here’s why — 


True Double-Reduction. Two full sized gear sets form a 
balanced power train with each gear set accomplishing 
a healthy reduction. Husky hypoid first reduction gears 
and wide faced helical second reduction gears combine 
to form a rugged double-reduction drive that will out- 
perform all others. 


Widest Choice of Axle Ratios. Timken-Detroit “balanced 
design” full double-reduction does not limit the sec- 
ondary gear set to a fixed low numerical value which 
depends on primary gear set for all ratio changes. The 


hypoid-helical gear arrangement permits a wider range 
of ratios because the numerical value of both the pri- 
mary and secondary ratio gear sets can be varied. 


Top-Mounted Straight Line Drive. Eliminates all prop 
shaft angularity. Bearing and gear life is increased. 
Maintenance costs reduced. Top-mounted position of 
carriers provides main drive shaft alignment — ideally 
suited for short wheel base trucks or tractors. 


Driver Controlled Inter-Axle Differential. Divides 
torque equally between axles, yet compensates for any 
differential of speed between the axles. Both axles are 
always doing equal amounts of work . . . can be locked 
out at any speed when poor traction conditions exist. 


Tough, Torsion Flow Axle Shafts Are Best By Any Test. 
Don’t be misled . . . patented Torsion Flow Axle Shafts 
are still the best available to the American Trucking 
Industry. Comparison tests prove that Timken-Detroit 
Axle Shafts, spline diameter for spline diameter, are the 
toughest ever made. ©1959, R-S Corp. 


World's largest manufacturer of axles 
for trucks, buses and trailers 


hither rodty.. ROCKWELL-STANDA 


CORPORATION 
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The East 


Gulf, Sinclair consider 
toll-road operation 
too costly, drop out 


GULF AND SINCLAIR have called 
it quits on toll-road marketing in 
New York. 

Both say toll-road operation is get- 

ting too costly, 

Gulf officially and 

Sinclair unofficial- 

ly. Gulf had one 

outlet on the 

Thruway near 

Rochester; _Sin- 

clair had _ two, 

near New York 

City and Roches- 

ter. They dropped 

By their options at 
Cornelius Brodersen the end of 1959. 

Apparently American Oil and Mobil 
Oil don’t think along these lines. They 
were successful bidders for the outlets 
—at lower per-gal. royalty than Gulf 
or Sinclair had been paying. 

American picked up the former 
Gulf outlet for 5.4¢ per gal., plus 10% 
of other sales, guaranteeing the Thru- 
way at least $40,000 a year. Gulf had 
been paying 6.92¢ a gal., plus 10% 
of other sales. 

Mobil was the only bidder for the 
former Sinclair outlet near New York 
City, getting it for 4.61¢ per gal. Sin- 
clair had been paying 8.03¢. Mobil 
outbid three other majors to take the 
second Sinclair station for 6.85¢. Sin- 
clair had been paying 7.11¢. 

Other bids for this second Sinclair 
station came from American (6.55¢), 
Tidewater (5.89¢) and Esso (4.04¢). 
All except Tidewater have other out- 
lets on the Thruway. American has 
two stations on the Berkshire extension 
of the toll road while Esso has three 
outlets. Mobil is not new to the Thru- 
way, either, with three other stations. 

Sinclair’s station near New York 
City was averaging 50,902 gal. per 
month, a little behind last year’s sales. 

What’s making toll-road marketing 
expensive? In the Thruway’s case it 
could be the new pricing formula that 
cuts motor-fuel prices about 10% to 
the public, while the per-gal. royalties 
remain the same. The policy is written 
into the new five-year contracts that 
became effective Jan. 1. 

Product prices at Thruway stations 
are now keyed more closely to off- 
toll-road outlets. It works this way: 
(1) An average is taken of the posted 
retail price of a particular brand at 
10 off-Thruway stations closest to the 





inter-change adjacent to the Thruway 
outlet. (2) Another average is taken 
of prices at the 10 nearest off-Thru- 
way stations handling other brands 
sold on the toll road. (3) The average 
of the two is the maximum price the 
Thruway station may charge. Diesel 
prices are figured by averaging posted 
prices at five nearest off-Thruway 
stations. 

American, through its Berkshire ex- 
tension stations, was the first major 
signed up under the new pricing for- 
mula. 

And for about half a year, service 
stations on Connecticut’s Merritt Park- 
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way have been pricing their product 
along similar lines. 

The second series of classes in Oil- 
Heat Institute of New England’s oil- 
heat service school opens in Quincy, 
Mass., on Jan. 4. On succeeding 
nights of the same week it will move 
to Fall River, Norwich, Providence 
and Natick. Classes will be held in 
each area on the same night of the 
week for about 10 weeks. 

By March 21, the school will move 
to Salem, Springfield, Hartford, 
Bridgeport and Arlington for about 
10 weeks to wind up the school sea- 
son for the 15th year. 


For your choice consumer accounts... 


A POWER PUMP 


You will build consumer business and 
gain good will by equipping choice 
accounts with a Tokheim Electric 
Power Pump Deluxe. This handsome 
low-styled unit features a bright alu- 
minum shield which sweeps across 
the front of the pump, enhancing its 
appearance and protecting the sur- 
face against marring. Pumping unit 
is the self-priming, rotary vane type, 
powered by a 4 h.p. capacitor motor 


which starts easily on low voltage. — 


General Products Division 


TOKHEIM CORPORATION 
Fort Wayne 1, Indiana 


1650 Wabash Avenue 





Model 86-D Electric 
Power Pump Deluxe 


Direct-drive integral design of pump 
and motor eliminates belts, packing, 
and mechanical seals; increases efh- 
ciency. Pump delivers 14 gallons per 
minute. Measuring unit is Tokheim 
designed; accurate, with easy-to-read 
counter and totalizer. Ten feet of 34” 
hose with nozzle. Weather-resisting 
baked enamel finish. One year guaran- 
tee. Ask your Tokheim representative 
about Model 86-D today. Write for 
catalog showing full line. 


Symbol of Excellence 


JOKHEIM 





Subsidiaries: GenPro inc., Shelbyville, indiana; Tokheim of Canada, Ltd., 


Toronto, Ontario; Tokheim international, A.G., Lucerne, Switzerland eer 
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American Oil is doing business with 
New York State other than on the 
Thruway. It has picked up the state’s 
offer to supply gasoline to more than 
5,000 state-owned vehicles by agree- 
ing to give the state a 1.5¢ gal. dis- 
count. 

American will only have to de- 
liver the gasoline to its stations. State 
employes have been issued Amoco 
credit cards for their cars with in- 
structions to use the cards so the state 
can get the discount. New York fig- 
ures it will cut its gasoline bill by 


more than $100,000 a year. 

One or two majors direct-market- 
ing out of New Haven, Conn., should- 
n't be too surprised if they lose one 
or more good dealer accounts in the 
state. If they do, they may be able to 
blame it on their inflexible transport 
delivery schedules. 

A jobber in the state says he has 
been called on more than once by 
competitive-brand dealers to fill up 
their nearly dry service-station tanks 
because they couldn’t get their own 
brand delivered soon enough. 





COMPARE! 


Double “under car” space 


Autoquip’s SPACE-MISER Lift 
means more work room, 
reduces service time and cost! 


COMPARE! 


So much more “under car” space to 
service vehicles faster, easier! Cou- 
ple this vitally important factor with 
the Space-Miser’s adaptability to 
lift all cars: foreign, domestic, yes- 
terday’s, today’s, tomorrow's. The 
Space-Miser will never become obso- 
lete . . . and no other lift can com- 
pare for safety, ease of handling, 
big, big economy. 


COMPARE! 


Know about Autoquip’s ROLL-ON LIFT? 
With “hold safe” superstructure . . 

lifted vehicle can’t roll back! No worries 
of automatic wheel chocks “forgetting” to 
automate. 


SEND FOR YOUR FREE SPACE-MISER CATALOG... 


ad Gi 


Know about Autoquip’s LONG LIFE RAM? 
A standard in industrial plants coast 
to coast .. . adapted as an advanced 
design automotive service tool. Comes 
complete with 10 year guarantee! 


- TODAY! 


COMING! The autoaup Liftathon Contest 


See Page 25 February NPN 





The Southwest 


Dallas private-brander 
is now giving away cold 
cash to spur ‘gas’ sales 


SOUTHWEST MARKETERS, reel- 
ing from prolonged price wars, knew 
somebody would get around to it 
sooner or later. And now it has hap- 
pened. _Private- 
brander Charlie 
Knox of Dallas is 
giving cold cash 
away. 

Knox has a 
stamp plan _ that 
gives a customer 
a couple of 
choices: The cus- 
tomer can either 
redeem his 
stamps for mer- 
chandise _premi- 
ums or he can take his chances on 
redeeming them for between 50¢ and 
$500 in cash. It works this way: 

A customer gets a certificate and 
one stamp free. The certificate, which 
will hold 100 stamps, has a seal. 
When the certificate is filled with 
stamps, the Knox station manager will 
break the seal (if it hasn’t been tam- 
pered with) in front of the customer. 
Whatever amount is printed under the 
seal is the amount of cash the cus- 
tomer gets. 

To complete his certificate, the cus- 
tomer gets one stamp for each gallon 
of gasoline purchased, so he must buy 
99 gal. He gets the first stamp free. 

Knox reports the plan has worked 
well so far. It’s especially useful in 
areas where his stations are too small 
to stock premium merchandise. 

It isn’t known how many 50¢ seals 
there are compared with $500 ones. 


By Marvin Reid 


Ted Groebl, Shell jobber in West 
Texas and southeastern New Mexico 
for 32 years, has sold his Westex Oil 
in Odessa to Continental Oil Co. The 
sale includes 25 service stations, four 
bulk plants, rolling stock, with 650,- 
000 to 700,000 gal. a month. 

Listing a number of reasons for sell- 
ing out, Groebl was clear on one 
point: “I couldn’t see continuously 
getting deeper in debt, nor companies 
selling to commercial accounts 
cheaper than I could buy.” 

Though Groebl sold out, he isn’t 
retiring from the oil business. He has 
interests in oil production and has an 
agreement to operate a small jobbing 
firm in Midland. 
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Ryder Tank Line... 
100% on Mack diesel tractors 


Leading tank fleet operator Ryder Tank Line, 
Inc., Greensboro, N. C., relies on Mack—100%. 
Operating better than 100 Mack diesel tractors, 
Ryder depends on them for... 


e on-time pick-ups and deliveries 

e minimum downtime 

e low operating and upkeep costs 

e longest “‘prime of life’’ of any diesel truck 


Mack trucks are designed and built to give Mack 
owners all these benefits. One big reason is the in- 
comparable Mack Thermodyne® diese] engine— 
the choice of fleet owners who have made Mack 
diesel-powered trucks No. 1 in sales for more than 
six straight years. 


Another reason is Balanced Design—the exclu- 
sive Mack practice of building components to work 
together as a unit. To insure this Mack, alone 
among truck manv“acturers, builds all its own major 
components...to siandards of ruggedness and 
quality unequaled in the industry. 


You, too, can benefit from Mack construction, 
performance and economy. Your Mack branch or 
distributor will show you how. Mack Trucks, Inc., 
Plainfield, New Jersey. In Canada: Mack Trucks 
of Canada, Ltd., Toronto, Ont. 


MAC K 


FIRST NAME FOR 


TRUCKS 


MACK 
for over 6 straight years 


by far in sales of 
diesel trucks 





What They'll Be Saying in 1960 _ 


NPN’s Southwest editor Marvin Reid draws on 
10 years of oil reporting (and other things) to 
come up with this what-do-you-call-it. His 
New Year's resolution: not to try it again 


THIS BEING the period for econo- 
mists and others to pontificate on 
what’s going to happen in the New 
Year of 1960, this reporter has drawn 
up some predictions. They’re based 
on 10 years experience in covering 
the Southwest oil-marketing beat. 

Before the New Year is more than 
a few days old, look for some mar- 
keter at some meeting somewhere to 
stand up and warn his audience that 
1960 is going to be a year of “keen 
competition that will separate the men 
from the boys.” This prediction is a 
sure thing, because the same thing 
has been said each year now for at 
least the past 10. 

I’m also going out on a limb and 
predicting that some jobber will say 
during 1960 that the majors are a 
bunch of lousy so-and-so’s because 
they’re selling commercial accounts at 
prices lower than those they offer 
jobbers. j 

Sticking my neck out even more, 
1 look for at least one spokesman, 
and perhaps more, from each supplier 
company to stand up and say, by 
golly, his company refuses to sell be- 
low cost for commercial business. 
These spokesmen will say others 
might be doing so, but not their com- 
panies. 


What Jobbers May Hint 


There may be hints, too, at various 
meetings, to the effect that jobbers’ 
skirts aren’t too doggone shiny white 
in the commercial-accounts field. But 
no jobber will be found who will say 
he has cut prices or used other mone- 
tary inducements for commercial ac- 
counts. What little such business he 
has left, each will say, is being re- 
tained strictly through undying friend- 
ship and “better service.” 

Hundreds of times (and maybe 
even more often) warnings will be 
issued at conventions and other meet- 
ings about the danger of encroaching 
governmental controls. 

Then these same audiences will 
hear the advocation of certain restric- 
tions —even by legislative means — 
against a multitude of “sins.” These 
ills will include trading stamps, price 


32 


signs at service stations, the selling by 
suppliers of products to commercial 
accounts “below cost,” etc., etc., etc., 
etc., etc., etc. 

During the New Year, a number 
of commission agents can be expected 
to wonder about their future spots in 
oil marketing. Their suppliers will as- 
sure them their futures were never 
brighter, while they continue “bypass” 
and other such programs. 

I imagine, too, that there just might 
be a case or two in 60 of some con- 
signee complaining that his commis- 
sion needs raising. He will be told 
things are rough in our shop too, Sam 
Spade, and what you need to do is 
get out and hustle up more business. 
The consignee may not be inclined to 
try this approach with much zeal, re- 
membering when he did so and got 
his commission cut. 

It’s anticipated here that a few 
top-level sales conferences will be 
held by each major in the Southwest 
to discuss the raging private-brand 
competition that continues to mark up 
record volume gains. Not much spe- 
cific action is expected from these 
confereuces., 

Jobbers will tell the majors how 
they can solve the private-brand 
“problem.” Don’t sell products to 
them, they'll say, forgetting to men- 
tion how this policy would square 
with freedom of competition. These 
jobbers won’t consider the many in- 
dependent refiners who have much of 
the private-brand business, anyway. 

While the majors and their jobbers 
talk of what should be done, Reid’s 
forecast sees the private-branders 
merrily going right along, bringing 
out new merchandising stunts and 
gimmicks that will continue pulling 
traffic into their stations. 

This next prediction might be far- 
fetched, but it wouldn’t surprise me 
much if some statement or statements 
were made about the industry having 
“too many service stations.” If you 
do hear this, listen carefully and you'll 
learn that this “crime” is the fault of 
“competition.” No company will ad- 
mit it has too many outlets. 

Along the same line, don’t be 
caught by surprise if you read or hear 


Reid with tools of his trade 


that the industry’s refineries are run- 
ning too much crude and flooding the 
market with products. Here, again, 
competitors will be blamed. 

Let’s expect sometime during the 
year to read or hear that foreign oil 
is undermining domestic production. 
If we do, the one making the state- 
ment will likely say this is a hell of a 
note, indeed, because it endangers the 
future safety of America. 


What Won’t Happen 


There are certain things I don’t 
expect to happen in 1960, including: 

e A certain Southwest company 
commenting on any subject, however 
uncontroversial it may be, and then 
granting permission for its name to 
be used in connection with said com- 
ment. 

e Any of several Southwest job- 
bers saying anything nice at any time 
about any major oil company. 

e Any jobber or commission agent 
expressing any doubt whatsoever 
about the possibility of his supplier 
being able to “give the service I do” 
to his accounts. 

e Any gasoline advertising that 
can be understood. 

e Any marketer—wholesale or re- 
tail—who will say yes, by gosh, he 
started a price war. 

e Any _ service-station attendant 
who will wipe off gasoline he has 
spilled on the side of my car while 
overrunning the tank “to make it even 
money.” 

e Any attempt to write up such a 
forecast as this for 1961. 
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About fulfilling functions 
... dealer-turnover costs 
... the need for training 


(¢The question is what should our 
companies and our industries do to 
keep pace with the world as we find it 
at any given time. The best answer 
that I can give is that we must con- 
tinually re-evaluate our industries, not 
in terms of the basic commodities 
which they produce but in terms of 
the basic function they propose to ful- 
fill.” Crawford H. Greenewalt, presi- 
dent, E. 1. du Pont de Nemours & Co. 


(CWe've had a higher-production-and- 
greater-throughput complex in the 
industry for years. . . . Now we have 
to rid ourselves of that complex and 
move to a modern concept—the mar- 
keting concept. This is the concept 
that sees all industrial activity, includ- 
ing oil activity, in terms of the one 
thing that really counts—the sale to a 
customer. The profitable sale.” Dwight 
F. Benton, vice president, sales, Stand- 
ard Oil Co. (Indiana). 


(¢The oil industry cannot continue to 
throw good men to the wolves [by 
trying to maintain marginal outlets]. 
Being a party to this sort of pathetic 
loss is the root of much of our in- 
dustry’s public-relations problem. It 
costs a minimum of $1,500 every time 
a dealer change is made, and that 
doesn’t include the loss of profit on the 
business that goes down the drain with 
every change.” W. P. Marquam, man- 
ager, trade relations, Pure Oil Co. 


¢¢“With limited oil-heat promotion 
funds, you should concentrate on satu- 
ration in a single medium for greatest 
impact. And resist the temptation to 
change the theme. Although you may 
tire of it, remember you are trying 
to drill it in the minds of your audi- 
ence.” Wilfred Hall, executive secre- 
tary, Independent Oil Men’s Associa- 
tion of New England. 


(CThere are many factors to modern- 
izing petroleum marketing, including 
up-to-date stations and locations, but 
in my view the key . . . lies in educat- 
ing dealers in modern marketing. The 
decisive difference between the suc- 
cessful ‘new look’ in this business and 
the outmoded operation will be in the 
training program, or lack of it. In 
the same way, there seems to me no 
alternative for jobber progress than 
the development of improved sales 
education programs.” Charles J. 


Guzzo, senior vice president, Gulf Oil | 


Corp. 
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ONLY WITH THIS 


VIKING “288° PUMP... 


... 00 you have such 
POSITIVE 


When we say ‘‘POSITIVE’’, we mean pumps 
that are completely self-priming and capable 
of stripping tanks dry. 


SMOOTH 


By SMOOTH" we mean pumping without 
pulsation and irregular flow that can cause 
damage to valves, fittings, meters, etc. 


QUIET operation 


And to top it off, these Viking ‘'288'' Pumps 
with completely enclosed helical gear reducers 
are the last word in ‘‘QUIET" operation. 


17 TO 164 G.P.M. SIZES 


For More Information, Send Today fer Catalog CR 


VIKING PUMP COMPANY 


Ceder Falls, lowa, U.S.A. In Canada, It’s “‘“ROTO-KING’’ Pumps 
Offices and Distributors in Principal Cities * See Your Classified Telephone Directory 
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NOW! DIAL 
ANY FLOW 


instantly with new 


VARI-Fi.O PUMPS 


One Speed — Any Flow Rate! Just a turn of the 
dial, and the Vari-Flo delivers exactly what you 
need ... as you need it. Essentially, the Vari- 
Flo is a highly efficient vane-type pump with a 
simple means for changing its displacement to 
vary delivery from zero to full capacity while 
running at constant speed. Without changing 
rotation, it can even reverse its flow to evacuate 
discharge lines after shutoff! The need for costly 
variable-speed drives is completely eliminated. 
With Vari-Flo, you change pump displacement 
— never the speed. Truly the most versatile of 
all pumps, the new Blackmer Vari-Flo offers 
unique solutions to countless pumping problems 
requiring quick or accurate control of liquid 
flow. 








aot Flow control Jeo 
VARI-FLO makes proportion — sjmp/e and positive: 
easy andeconomical = i 


The development of the Vari-Flo pump pre- | 
vides a new approach to simplified liquid pro- — 
portioning. Typical applications for Blackmer 
proportioners cover a wide range of liquids and 
processes including the blending of fuel oils, 
asphalt, gasoline, lube oils, solvents, waxes, 
chemicals and many others. The low first cost of 
such an installation, coupled with its ease of 
installation and maintenance, can effect remark- 
able savings over the complex equipment that 
was once required. 











FREE CATALOG and ENGINEERING ANALYSIS 


For complete information, write for Bulletin 600 























areas above and below rotor. 


VARI-FLO PUMPS 


Liquid recirculates inside the 
BLACKMER PUMP COMPANY ‘sella ; 
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Number 100 in a Series of Bulletins for the Petroleum Industry 
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WHAT'S NEW IN DYES? 


Du Pont Improved Free-Flowing 
flaked dyes provide many advantages 





ADDITIVES MANAGER 


W. E. BETTONEY is now serving as Man- 
ager of Additives. In this capacity he is 
responsible for the sale and technical 
services for all Du Pont additives other 
than tetraethy] lead. 

Prior to this appointment, Mr. Bettoney 
served as Technical Manager for the 
Eastern Region. And before being named 
to that post, he was assistant director of 
the Du Pont Petroleum Laboratory. 

Mr. Bettoney joined Du Pont in 1946 
as an engineer in the Petroleum Labora- 
tory. For several years he was associated 
with application research on the effects 
of chemicals on the performance of 
petroleum products in engines. 

Mr. Bettoney is a mechanical engi- 
neering graduate of the University of 
Maine. Before joining Du Pont he was 
with the Dodge Division of the Chrysler 
Corporation in Chicago. Mr. Bettoney is 
a member of the S. A. E. and A. C. S. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (inc.) 





POWDER 
Net wt. 2 gr. 


— 


FLAKE 
Net wt. 2 gr. 
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Du Pont Oil Colors in flaked form occupy less space. 


Du Pont oil colors have been available 
in either powder or flaked form for some 
time. Because flaked dyes are virtually 
dust-free, they have been constantly gain- 
ing in popularity. The newest Du Pont 
flaked dyes are now further improved so 
that they dissolve more readily than ever. 
As a result, more and more refiners will 
find that Du Pont’s fast-flowing, fast- 
dissolving, dust-free flaked dyes are more 
satisfactory than ever. 


Less bulk The flaked form of Du Pont 


Petroleum dyes takes up approximately 





half the space of the same dye in con- 
ventional, powdered form, thus saving 
refiners valuable storage space. Further- 
more, flaked dyes come in short drums 
22 inches high) which are easily handled. 


Many colors You can get Du Pont flaked 
dyes in orange, red and bronze. Blue dye 
is available in a crystalline form which 
has the same advantages as flaked dyes. 
Samples and full details are available 
now from your Du Pont Petroleum 
Chemicals representative. 
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New instrument 
for studying 
surface ignition 


Engineers at Du Pont’s Petroleum Lab- 
oratory have announced the development 
of a new electronic instrument for inves- 
tigating surface ignition. 
Used in any car 

This instrument will help provide clues 
to both better fuels and improved high- 
compression power plants, since it is 
now possible to study surface ignition in 
any automobile by merely installing 
special pressure-sensing spark plugs in 
the car’s engine. Surgery to the engine 
is eliminated. 

Using a double-tracked recording tape, 
the new instrument determines the exact 
time in the cycle when the combustion 
pressure reaches its peak. Such informa- 
tion is developed for each cylinder. 


Transducer at work 


Heart of the electronic instrument is a 
special normal-sized spark plug equipped 
with a built-in miniature piezoelectric 
pressure transducer. These plugs can be 
substituted for standard plugs in most cars. 

Variability of the instrument is less 
than plus or minus one-tenth of a crank- 
angle degree, or about five millionths of 
a second at 3200 engine revolutions 
per minute. 

If you would like to know more about 
the instrumentation and what’s been 
learned through it, write for a copy of 
“Surface Ignition—A New Look with a 
New Instrument.” 





How to keep copper 
from making trouble 


Copper-bearing surfaces can exert a 
harmful pro-oxidant effect on petroleum 
products. In helping overcome this, 
Du Pont Metal Deactivator chelates 
with copper ions and thus essentially 
removes them from the reaction. 
Another Du Pont product, Du Pont 
Mctal Suppressor, reduces the possibility 
of copper catalyzed reactions by forming 
a film on the copper surface which insu- 
lates the metal from the petroleum 
product. Thus, copper strips which have 
been exposed to Du Pont Metal Suppres- 
sor are passive for some time after—even 
when contacted by products that do not 
contain the compound. Du Pont Metal 
Suppressor also works on brass and monel. 








What's new in dyes? 
Du Pont Oil Red Ais announced 


The most recent addition to the line of 
Du Pont dyes made expressly for the 
petroleum industry is Du Pont Oil Red A. 


POWDER 





This is an oil-soluble dye for use with 
gasoline and other petroleum products. 
It imparts a slightly different shade to 
gasoline which is generally considered to 
be 10 to 25 per cent stronger, depending 
on test procedure used, than conventional 
reds, such as Du Pont Oil Red. 


Two forms Standard packages contain 
100 lbs. net. You can get Du Pont Oil 
Red A in powdered form, weg in 
non-returnable 41-gallon fiber drums. 
Flaked Oil Red A comes in the 24- 
gallon drum. 

For more information, contact the 
office nearest you. Please see the listing 
below. 





Modified Du Pont Dry-Dye Eduction 
probe offers many advantages 


Until a few years ago, the dry-eduction 
method of handling dyes was little used. 
Equipment was not very efficient. Clog- 
ging, as well as other difficulties, was an 
ever-present problem. 

Then in 1956, Du Pont introduced 
the “tube-within-a-tube” design. So suc- 
cessful was this probe that it soon became 
the most popular dye-handling tool in 
the industry. 


New brass tip Now, after several years 
of experience, further refinements in the 
Du Pont design have been made. For 
example, brass is now used in the tip for 
increased durability. And the tip can be 
easily removed merely by flexing the 
securing clip with a screwdriver. 


Improved air inlet The other major 
change is an improved air inlet which 
provides for a continuous flow of air as 
well as for easy setting of the air port to 
fit individual needs. 





This model probe is known as No. 
WT-503 Du Pont Dye Probe. Your local 
Du Pont representative can fill you in 
on availability as well as discuss the pos- 
sibility of modifying the earlier model 
with new parts. 

Or write for the just-printed Additives 
Handling Bulletin No. 5. 





SALES OFFICES 


Chicago 3—8 So. Michigan Ave. ..RAndolph 6-8630 
Cleveland 15—101 Prospect Ave............MAin 1-3422 
Houston 2—705 Bank of Commerce Bidg... .CApitol 5-1151 
Los Angeles 17—612 So. Flower St MAdison 4-1354 
New York 20—45 Rockefeller Plaza. ... .COlumbus 5-2342 
Philadelphia 2—3 Penn Center Plaza..... .LOcust 8-3531 
Pittsburgh 22—1 Gateway Center Atlantic 1-2933 
San Francisco 4—111 Sutter St......... EXbrook 2-1934 
Seattle 3—4003 Aurora Ave..............MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave............ LUther 5-5578 


in Canada—Du Pont of Canada Limited, Petroleum Chemi- 
cals, 85 Eglinton Ave. East, 
Toronto 12—Ontario. .HUdson 1-6461 


OTHER COUNTRIES: Petroleum Chemicals Division, Export 
Sales, Wilmington 98, Delaware, PRospect 4-2962. 


GU POND 


REG. U. 5. PAT. OFF 


Better Things for Better Living 
... through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


A-12705 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc.) 


Printed in U.S.A. 
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Heart of every Smith-Erie pump 
is the famous A. O. Smith PM-2 meter 


Worth looking at! Worth looking into! Every Smith-Erie pump 
is equipped with the A. O. Smith PM-2 meter — standout accu- 
racy regardless of flow rate or pressure. Quality-built for longer 
life, the PM-2 features hard-rolled, stainless steel liners .. . 
heavy-duty stainless steel ball bearings . . . cast aluminum alloy 
body members . . . permanent mechanical seal . . . self-lapping 
valve seat. And self-purging design disposes of water and sedi- 
ment — reduces profit-robbing maintenance to a minimum. 

Smith-Erie offers a broad and completely integrated product 
line. Besides gasoline pumps, Smith-Erie produces petroleum 
meters in a complete range of sizes and pressures, airport and 
marine dispensers, hand pumps plus a wide range of accessories. 
Write direct for the complete story. 
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2 great pumps 
to serve you better 


Smith-Erie makes them both! The “Salesman 48". . . 
modern, streamline, just 48” in height . . . the most 
imitated pump in the industry. And the ‘‘L-3"’.. . 
today's acknowledged standard of modern styling. 


Through research Ge) .. @ better way 
AOS 


08 AF 


Smith-E..2_ Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. Offices: Atlanta 5, Georgia; Chicago 3, IIlinois; Houston 2, Texas; Los Angeles 17, California; New York 17, New York; 
Oakland 21, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 


Litho in U.S.A. 





., waefe 


A AT GASOLINE HAULING JOBS 


Ferguson-Steere Motor Company, of Dallas, Texas, utilizes 
precision-built hi-tensile steel Fruehaufs for safe and profitable 


FRUE ist AUF gosoline hauling. 
TANKS WORK 
PROFITABLY! 





Steel, aluminum, and stainless steel Fruehauf 

tanks are designed and built to out-last and 

out-earn all others. Automatically welded AAT PROPANE SHIPPING JOBS 

Fruehaufs are the longest-lasting, safest, most Kool Kitchen Bottle Gas Company, of Oostburg, Wisconsin, 
2 operates two of these Fruehauf LPG units and realizes top 

leak-free vessels in the business. Dollar for hauling efficiency and safety. 

dollar, their specifications exceed all others for 


quality and value. 


a 
RUEHAUF 


A AT CHEMICAL SHIPPING JOBS 


: : Gasoline Transport Company, of Louisville, Kentucky, uses 
For Forty-Six Years, More Fruehauf Tank-Trailers . aluminum Fruehaufs for many liquid commodities, including 


" On The Road Than Any Other Make! alcohol and various acids. 


SESS OT SSS OS STFS SSS TS SO 8 eS He Se oe em ee Oe ee OR OR eS Gm oh ee OS eh me Oe Sek we me ae Sh om a MO mR we Oe ct nm te ow 
World's Largest Builder of Truck-Trailers 


FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue e¢ Detroit 32, Michigan 


SEND ME THE INTERESTING NEW FACTUAL 
REPORT THAT SHOWS WHY FRUEHAUF 
TANKS LAST LONGER. 
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of everything you need 
with this meter 


MORE installation ease 


This T-70 truck meter is easy to install. 
You have the option of three inlets and two 
outlet connections. You can even make a 
right or a left hand setting without using any 
adaptors. These meters ease themselves into 
any truck compartment, either as new in- 
stallations or as replacements. 


MORE accessibility 


To gain access to the meter rotor, strainer 
or air eliminator, it is only necessary to 
loosen a few cap screws. These elements can 
then be removed through full size areaways 
for routine cleaning or examination. The 
Rockwell ‘“T-70” is also easy to calibrate— 
only a screwdriver is required. 


MORE operating convenience 


For automatic shut-off, a new smooth 
closing system is provided. The operator just 
presets the quantity to be delivered, then 
touches a lever and the meter counts down 
and shuts itself off in easy stages as the zero 
point is reached. 


MORE accuracy 


This meter measures by the time-proven 
Rotocycle principle, with improved crank- 
controlled rotor. This is a durably accurate 
construction in which all parts revolve 
smoothly. 

For full details write for bulletin OG-410. 
Rockwell Manufacturing Company, Pitts- 
burgh 8, Pa. In Canada: Rockwell Manufac- 
turing Co. of Canada, Ltd., Guelph, Ontario. 


ROCKWELL© 





TANK TRUCK METER 


(CRATE OF FLOW 14-70 GPM) 
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BRONOCO cuts 





is the P 


of EXOTIC LIQUIDS with 


The Bronoco Solvent & Chemical 
Company, Division of R. J. Brown 
Co., serves industry in the Cleve- 
land and Northeast Ohio area. 
The firm handles a complete line 
of petroleum solvents including 
alphatic petroleum naphthas, 
aromatic solvents, chlorinated sol- 
vents, glycols, glycol ether sol- 
vents, alcohol, ketones and esters. 

To speed delivery of these li- 


quids to industry, Bronoco 
installed 24 Marlow, 32 HELP-9, 
Self-Priming Pumps on their 
loading racks. The pumps are 
used for barrel loading as well as 
for filling tank trucks for bulk de- 
livery. During their 2% years of 
constant service, the pumps have 
never skipped a beat. Clayton 
Knable, Plant Superintendent, 
says, “We’ll replace existing 


Write today for Bulletin PM-06 and the name 


of your nearest Marlow dealer. 


of ANY onan vt 
dase) that eenred 


loading time 


ck 
ALL THE TIME! 


equipment with Marlows every 
time. They have given us no serv- 
ice problems since they have been 
installed.” 

If you have a petroleum han- 
dling problem, look to Marlow for 
your solution. Marlow builds the 
most complete line of petroleum 
pumps available anywhere for 
bulk plants, tank trucks and 
transports. 


MARLOW PUMPS 


Srviniens OF BELL & GOSSETT COMPANY 


NATIONAL PETROLEUM NEWS 


* January, 1960 





‘AC SELLING SLANT OF THE MONTH! 


& Fire-Ring Spark Plugs with 


E-A*l-E*m-D-E DD 


This revolutionary spark plug development —the extended 
shell—is designed to improve spark plug performance for 
Ford and Chrysler owners. It’s original equipment on 1960 
Pontiacs and Buicks, and it’s an important service option for 
Chevrolet owners requiring special-duty performance. 


The extended shell features a shorter ground electrode, which 
reduces burning and breaking off during extreme temperatures. 
The insulator tip is shielded during starts and protected 


They must be 
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SHELL 


against drowning after false starts. This assures cleaner burn- 
ing for superior performance throughout the extended life. 
What’s more, the new knurled center electrode multiplies 


spark points at the gap to provide faster, surer starts 
under extreme conditions. 


New Extended Shell Fire-Ring Spark Plugs 
will give your customers top engine per- 
formance under every driving condition. 


the best! 





‘AC SELLING SLANTS 


Dealers Enthusiastically Reporting: 


“New Spark Plug Sales Records 
with ‘AC ACilloscope!” 


"The ACiiloscope gets our 
men under the hood easily." 


Bob's Union Service, Long Beach, Cal. 


"Checked 34 cars in five days 
and sold 18 sets of spark plugs!" 


Mayfair Cities Service, Chicago, Ill. 


"Spark plug sales jumped 
128.5%. | recommend it, 
without exception.’ 


Lathrop's Carter Service 
Mercer island, Washington 


‘Great time and labor 
saver —excellent silent 
solesman.”’ 


Sunny Enterprises, Inc. 
Hartsdale, N. Y. 


"Simple to hook up; easy to 
read. Checked nine cars, 
sold two sets of plugs." 


S & H Sinclair Service, Cleveland, Ohio 


“Our spark plug sales 
increased 300% through the 
use of the ACilloscope!"’ 


Dick Smith Signal Service, Los Angeles, Cal. 


"In five days, we sold 12 sets of 
spark plugs and nine tune-ups!" 


Sam's Seven and Coyle Service 
Detroit, Mich. 


Build your profit two ways with first complete plug analyzer 


Reports are coming in fast and the verdict is virtually unanimous: 
AC’s new ACilloscope is the automotive selling tool of the year, 
the biggest spark plug news of the decade! Spark plug sales are 
soaring and profits right along with them. And that’s double 
good news for you. First, of course, the ACilloscope is a solid 
profit item in itself. But, more important, the dealer who buys 


one and uses it right will become a major spark plug purchaser, 
no matter what his sales may have been in the past, now that 
motorists can see a complete spark plug analysis for the first time! 
Because the easy-to-use, easy-to-read ACilloscope can boom their 
spark plug business, encourage your customers to use it at every 
opportunity —and watch your profits multiply fast! 


AC SPARK PLUG y THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Only the ACilloscope detects all three: (1) lead 
fouling, a major cause of spark plug failure; (2) 
electrode wear; (3) oil and gas fouling. 


val, handy slide rule. 


MERCHANDISING — With the ACilloscope, you 
receive a complete package: colorful window 
trim, ACilloscope wall chart, NEW service man- 





AND THESE EXTRAS! You'll receive an all-metal 
driveway sign and a four-color decal, both 
identifying your shop as headquarters for elec- 
tronic spark plug analyses. 





Compare the ACilloscope with the competitive scope! 





QUESTION 


lv THE ACILLOSCOPE 


COMPETITIVE SCOPE 





WHAT WILL IT DO? 


WILL DETECT LEAD FOULING 
(a major cause of spark plug failure). 
Detects all other plug conditions. 


WILL NOT DETECT LEAD FOULING 
(a major cause of spark plug failure, remember). 
Detects some other plug conditions. 





IS IT EASY TO READ? 


YES 

Clear reading, all conditions, from earliest stages. 
Clearly identifies each individual plug. 

Tube slanted 45°, easy to see. 


You see picture tube and reference patterns (on face 
of scope) at same time. 


NO 

Many conditions harder to pinpoint, difficult to syn- 
chronize. 

Hard to identify individual plugs, lack of pattern. 
Scope must be tilted to see tube. 

When tube is visible, reference patterns (on side of 
scope) are not. 





iS IT EASY TO 
OPERATE? 


VERY EASY 

4 simple connections. Two battery clips are inter- 
changeable. 

Operating knob on front. 

8 ft. of wire; driver can view scope while sitting 
in car. 


NOT AS EASY 

4 connections, but battery clips must go to specific 
posts. 

Knob on bottom. 

Shorter wiring; scope won't reach into most cars. 





WARRANTY AND 
SERVICE POLICY? 


FOOLPROOF 
Built and warranted by AC; 3-year policy. 


YES; SUT:..... 
Built, warranted, serviced by outside firm. The spark 
plug manufacturer no ibility. 








MERCHANDISING 
PACKAGE? 


COMPLETE 

Window trim, analysis chart, specially prepared 
service manual analysis “slide rule,’ 4-color decal 
and all-metal driveway sign. 


LESS 
Door decal, lube room poster, window poster, en- 
velope stuffers, reprints of trade ads. 





PERSONALIZED 
NATIONAL 
ADVERTISING? 


YES 
First 25,000 purchasers to be listed —name and 
address — in Saturday Evening Post ad. 


NO 








PRICE? 





$44.95 
No strings attached. 





$49.95 
Plus purchase of 50 assorted spark plugs. 








New & Fire-Ring Spark Plugs 
They must be the best! 





AC PRESENTS THE Art CARNEY SHOW, NBC-TV, FEBRUARY 5 
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Every AC features the 
exclusive Hot Tip that 
heats faster, cools faster 
to stay clean longer. 


45 





Wy 





In the 60 Showdown...see how 


White gives you a competitive 


makes good engineering sense . . . even in parts 
of its power-packed diesel engine! 

The 4400TDL moves your biggest loads fast, 
surely and economically .. . getting gasoline 
to market or delivering fuel oil. 


Here’s the answer to extra revenue in every 
payload with no sacrifice of durability and per- 
formance ... the new WuiTE 4400TDL! 

This top-earning WHITE cuts chassis weight 
by 1100 pounds ... and you add it all to 
payload. Strong, lightweight aluminum and 
fiberglass replace heavy metals everywhere it 


Tue Ware Motor Company, CLEVELAND 1, OHIO 
Branches, distributors, dealers in all principal cities 
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White gives you a Competitive Edge because... 


@ Your Wire is custom-engineered to the exact 
needs of the hauling job you want it to do. 


@ Wuirte’s leadership in advanced design and 
progressive innovations gives you the biggest pay- 
off in both payload and performance. 


@ Your Waitt isa protected investment, built for 
long, profitable life— with no artificial obsolescence. 


@ WHITE’s insistence on quality and craftsman- 
ship pays off in low maintenance and operating 
costs, year after year. 


@ Your Waitt is backed by a nationwide service 
organization — specializing in heavy-duty trucks. 


edge by saving I100 Ibs. for payload! 


Here’s a partial list showing where WuiTE has put mod- 10. Aluminum air Optional air-starter is ideal 
ern materials to work to make more money for you— compressor case way to start diesels, saves 
11. Aluminum front 190 Ibs! Aluminum wheels 

1. Fiberglass fenders 6. Aluminum tubular fender support aiso available. 
2. Aluminum winterfront cross-members 12. Aluminum fuel tank See the new ultralight 
3. Aluminum hood 7. Aluminum bumper 13. Aluminum rear spring Wuite 4400TDL for your 
4. Aluminum air cleaner 8. Aluminum multi- brackets heavy-duty jobs . . . and 
case and panel purpose brackets 14. Aluminum exhaust see how WHITE gives you 
5. Aluminum tubular cross- 9. Aluminum engine stack the biggest edge on compe- 
mounts and brackets parts 15. Tubeless tires tition in the ’60 showdown. 


WORLD LEADER IN HEAVY DUTY recs @@ .-60 YEARS OF LEADERSHIP 


WHI TE 
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Watchdog 
for 
Billions! 


Millions of gallons of gasoline are pumped 
every month . . . billions of gallons every year 

. . every year more gasoline is pumped than 
previously. 

Keeping pace with improved gasolines and 
improved service station facilities is the world- 
famous Veeder-Root Computer — the re- 
nowned “Head for Figures.” 

Gasoline standards will continue to improve 
... pump performance will continue to improve 
... and Veeder-Root Computers will keep pace 
with these improvements as Veeder-Root engi- 
neers continue their work of giving you even 
better performance. 

You can always count on “The Head for 
Figures,” 


Veeder-Root 


HARTFORD 2, CONNECTICUT 


"Tike Name that Counts’ 


New York « Chicago « Los Angeles « San Francisco 
Seattle « St. Lovis « Greenville, S. C. 
Altoona, Pa. « Montreal 
Offices and Agents in other principal cities 








THIS 


A 


y 


~ ‘GR 


SALE 








COMPCO 


cantilever lights 


SEE the improvement .. . FOR USE WITH ALL POPULAR OUTDOOR 
in effective lighting LAMPS; H.O., V.H.O., P.G., OR $.H.0. 


FEEL the difference es © versatile... gives more light over a 
wider area. Island, perimeter and approach 


in increased sales lighting in one efficient unit. 
When you upgrade and 
y Ps attractive... beautiful streamlined design 


modernize your service adds the ‘modern touch” that brings 
P ° customers t ur pumps. 
station with Compco whedabgt oip: 
Cantilever lights with economical...Surprisingly low original 
: equipment cost. Built-in efficiency assures 
full light control reflector minimum operating and maintenance costs. 


BEFORE 


CORPORATION 
1800 N. Spaulding Ave. Chicago 47, Ill. 
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PUROLATORS 


includes the new #2880 


This nationally advertised 

$2859 SCHICK ELECTRIC RAZOR 

costs your dealers nothing 

when they buy the 1960 Purolator Bonanza deal 
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1960 BONANZA 


SCHICK 3:SPEED RAZOR! 


Here’s how you offer the new *28°° SCHICK 
3-Speed Shaver at no extra cost! 


Your customers buy the Purolator Bonanza refill 
assortment of 30 fast-moving filters for $4777. 


Included right in the same package is the 
$2850 Schick Shaver. 


Start promoting the Bonanza deal now! 


ws, The Standard Equipment Line 


7 PUROLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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“FLEET OPERATING COSTS HAVE BEEN CUT 20% 


Francis J. Schuster, executive vice-president 
of Troy Fuel Oil, Inc., Indianapolis, Indiana, is 
as familiar with the trucks in his fleet as he is 
with every other phase of the successful fuel oil 
delivery operation established in 1930. Troy 
Fuel Oil Co. uses 23 Ford Trucks to deliver its 
products to customers within a 35-mile radius of 
their Indianapolis terminal. 


° Yay 





“Our experience with Fords has 
proved that you can run a fleet 
of trucks more efficiently if you 
pick one make and ride it. We 
save on maintenance costs be- 
cause our mechanics are fully 
familiar with Ford’s design. 


“And, with an all-Ford fleet we 
don't have to stock a large parts 
inventory to be able to handle all 
repairs. We can get those heavy 
items we don’t stock delivered to 
our shop an hour after ordering. 


52 


“Detailed cost records kept 
during the first five years of our 
Ford standardization program 
show that these and other related 
savings reduced our fleet oper- 
ating expenses more than 20%. 


“The units we use range from 
pickups to tandem axle tractors 
and we find that Ford Trucks fit 
our requirements to a tee. The 
fact that Ford engines are made 
to run efficiently at a high rpm 
rate lets us select high numerical 


rear axle ratios which give us 
longer power train life. Since 
most of our engine load is in 
pumping, and we don’t need 
more than 45 mph in city deliv- 
ery, we can use a smaller engine 
and still get good acceleration. 


“And Ford’s Tilt Cab design 
gives us bigger payloads due to 
higher front axle loading. This is 
particularly true of our C-700 
unit which carries 2,200 gallons 
of fuel oil for home deliveries.” 
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Troy Fuel Oil Company's 
C-700 shown at the loading 
area is only 1814 feet long and 
is such an attention-getter that 
they have used it in their exhibit 
at the Indianapolis Home Show 
for the past three years. 


Troy drivers like the maneuverability and easy ride they get with 
Ford's Tilt Cab Trucks. Turning tight corners and getting out of 
blind alleys is no chore with their Fords. 


YT ROY 


oe FLIFL Oi 
Premium TULL UN 
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Big Fords for ’60 are built 
for longer life... with 
Certified Durability 


Whatever your job ... wherever you do it . . . you'll 
discover just as Mr. Schuster did, that Ford Trucks 
are the best investment you can make for your 
transportation dollar. 


Certified results of tests conducted by Amer- 
ica’s leading independent research organization 
(name available on request ) confirm the fact that 
Ford Super Duties have been refined to make 
them more durable than ever before. Automatic 
radiator shutters, improved electric fuel pumps, 
and redesigned wiring harnesses are typical of the 
advancements to be found in these units. 


Automatic radiator shutters reduced the cool- 
ant temperatures recorded in severe mountain 
road tests from a range of 79° to a 20° range. En- 
gine operation between the temperatures of 167° 
and 187° means less expansion and contraction, 
more efficient combustion and better lubrication 
..- all of which contribute to longer engine life. 


Dynamometer tests showed no vapor lock with 
Ford’s submerged-type electric fuel pump at tem- 
peratures up to 200°. Incipient vapor lock with 
mechanical fuel pump resulted in a power loss of 
9% under the same conditions. Shaker table tests 
plus constant exposure to oil, water and heat 
proved 1960 wiring harness to be three times 
longer lived. 


Test results like these plus the experience of 
satisfied users are important, but that is not all. 
For 1960, the Super Duty line has been broadened 
to provide even more flexibility in power train 
options. Get the facts from your Ford Dealer! 


FORD TRUCKS 
COST LESS 


LESS TO OWN...LESS TO RUN... 
BUILT TO LAST LONGER, TOO! 





Why do so many good 
service stations fail? 


Take a good location, a good operator, and sound com- 
pany supervision ...and, all too often, it becomes a 
statistic instead of a going business within a year or two. 
Cutting the failure rate of lessee-operated stations from 
the one-out-of-four reported by the National Petroleum 
Institute by just 50% would be a great step forward on 
all fronts of the oil marketing scene. 


Because of our work with service stations throughout 
the United States and Canada, we've accumulated some 
interesting data on this problem... data which you 
might find helpful. 


Where does the trouble start? 


Obviously, there is no easy solution to the problem of 
service station failures...or it would have resolved itself 
long ago. And many of the failures probably can’t be 
avoided. One business magazine editor, considering this 
problem, said there were three common causes of failure! 
(1) Over-extension of credit, (2) Just plain lousy book- 
keeping, and (3) dependence on gasoline as the sole 
source of profit. You might also add under-financing 
to the list. 


Too often, though, failure hits men who do not fall 
into these categories ...men with the necessary business 
sense and the desire to succeed. These are the men who 
can be helped by a change in direction. 


The drift in profit focus 


Historically, the mark of the successful service station 
operator has been a healthy proportion of TBA and lube 
sales. This is not so true today. 


Accessory loaded cars riding on longer-life tires have 
seriously dented the TBA market. It has been hit from 
another direction by the low-margin, high-volume gen- 
eral merchandise firms. 





Rising labor costs consume more and more of the 
lubrication profit. In both areas, the Service Station 
operator is losing his profit “generator.” SERVICE 
STATION TUNE-UP FILLS THIS GAP. 


Most modern cars will run 100,000 miles with routine 
care. But they won't run well without a periodic tune- 
up. (We figure tune-up is needed at 10,000 mile intervals. 
Car manufacturers are leaning toward a 6,000 mile 
recommendation. ) 


The important thing is this: there is no place to have 
needed tune-up performed. 


Garages aren’t prepared for the volume of tune-up 
work needed. They are hard-pressed for mechanics, 
space is at a premium, and they don’t have the frequent 
contact with the driver that’s needed to sell tune-up as 
a regular maintenance service. 


Because of strength in these same areas, it’s obvious 
that service stations should become tune-up centers. 
Thousands of Allen-equipped stations prove the point. 
A co-ordinated program of equipment selection, tune- 
up training, and merchandising leads to important tune- 
up profits. It invariably builds gasoline, lube, and TBA 


volume, too. 


These are our reasons for suggesting tune-up in your 
service stations. They are reasons backed by equipment, 
training, and promotional aids designed especially for 
service station use. The results are a matter of record. 


If you would like to see just how tune-up can be 
profitably applied to your operations, we will appreciate 
a chance to visit with you...either at your office or here 
in Kalamazoo. There’s no obligation, of course, and 
there is considerable promise of mutual profit. 


Cordially, 


Cando 





y General Sales Manager 





(ALLEN) 
ALLEN ELECTRIC and EQUIPMENT COMPANY 


2101 NORTH PITCHER STREET 
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KALAMAZOO, MICHIGAN 
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Miracle 
of the Can: 


ako) yan) axed ar- (ple [-10 i Gar-marcleyie~ 


elm talsmrelale. 


One hundred and fifty years ago, Peter Du- 
rand, an English merchant, was granted a 
patent for vessels of “‘pottery, tin or other 
metals of fit materials.’’ Thus, the miracle of 
the can was born. This early “tin cannister” 
packaged foods in sealed containers . . . and 
changed the habits of the world. 


Today, not only food but an almost infinite 
variety of things we use and enjoy comes in 
metal containers. Petroleum products, paint, 


chemicals . . . these are just a few of the 


products brought to us conveniently, eco- 
nomically . . . by the “‘miracle of the can.” 


Can manufacturers everywhere, in the U.S. 
and abroad, are enthusiastically preparing 
to participate in the Sesquicentennial of the 
Invention of the Metal Can. You may want 


your company to take advantage of this great 


opportunity to tie in with this important ob- 
servance. The Sesquicentennial may be used 
as a springboard for stories, advertisements 
and promotions that can serve each organi- 
zation’s special needs. 


American Can Company is proud to be a 
part of this great industry as it observes its 
150th anniversary. Canco’s continuing pro- 
gram of research and development is pledged 
to provide still better packaging for the 
products of agriculture and industry. 


American Can Company 





EVER-TITE « 


EVER-TITE 
STANDARD 
ADAPTER AND 
COUPLER 


EVER-TITE 
ADAPTER 
AND 
COUPLER 


EVER-TITE 
SHANK 4 

HOSE 4 
COUPLING | 








Here is why EVER-TITE assures 
speed... safety... economy 


Superior quality forged body —_ 
—precision machined a 


Uniform wall thickness f ra 


—no weak spots nll = 
7 


Extra heavy reinforcing rim f a... 


Larger diameter cam ears 


for longer service life \ 
al ane 


Extra : 
Hi-Strength Stainless 
forged Steel 
handles pins 
—greater —greater 
economy safety and 
longer 
service 


Uniform heavy 
wall thickness 
—n k 1 
—_—e Superior quality forged body arb 

Recess retains gasket —precision machined 
— accurate tolerances 


in coupler and assures 





proper placement 











EVER-TITE 
COUPLING ELBOW AND 
CHECK VALVE UNIT 


EVER-TITE SPOOL ADAPTER 


ou save time in deliveries—and reduce wear and 

maintenance costs—when you use Ever-Tite 
Couplings. Ever-Tite gives you the finest in quality 
and engineering. And Ever-Tite gives you tight 
connections every time—because every Ever-Tite 
has positive gasket compression that is dependable 
under all conditions. Get Ever-Tites—and get the 
best in quick couplings. There is an Ever-Tite for 
every need. Ask your distributor. 

Brass Aluminum 


Malleable Monel 


Other materials available on request 


Stainless 


EVER-TITE 
ADAPTER 


AND COUPLER 


FOR 
TANK CAR 


UNLOADING 


EVER-TITE 
90° FULL-FLO 


ADAPTER AND COUPLER 
Drop Tubes or Pipe Threads 


x a 
he 
it 


EVER-TITE 
M. |. D.* 
COUPLER 


*Maximum inside diameter 


The Best In 
vick Couplings 


For Tight Fill 
Deliveries 








RS 
SS 
NS 
Ss 
N 
Ss 
s 
N 
s 
N 
S 
N 
N 
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EVER-TITE “99” COUPLER 
with Sight Gauge 


3 


9 
Locking Cap 


97 
Twisting Cap 


2%" L.P.T. 
3" 


Fa E> 
97 Adapter 2” 1.P.T. 
No. 97 97 Adapters 
Ever-Tite for Ever-Tite 
Fill Cap “99 Coupler 


=~? “TIGHT FILL 
complete 
SYSTEM 


Dust Cap 


EVER-TITE 
DUST PROTECTORS 


Chain for attaching Dust Caps 
or Dust Plugs 


to adapters or couplers 


EVER-TITE EVER-TITE 
GASKETS HANDLES 


Dust Plug 





EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19, N. Y. 
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| Ahead of the News 





IN WASHINGTON 


More Gascline Texes?—With the oil industry still 
smarting from the recent gasoline-tax increase, the 
administration is reported to be thinking about an- 
other. President Eisenhower may request an increase 
of 0.5¢ gal. in his State of the Union message this 
month. It would bring in about $310-million a year, 
which the administration feels is essential to keep high- 
way construction going ahead rapidly on a pay-as-you- 
go-basis. Most of the pressure for the tax boost comes 
from state governments, complaining about construc- 
tion slowdown. 





Partial Divorcement—A law barring haagh 


Judiciary Committee some time in 1960, 

Roosevelt (D., Calif.) says he may consider pen a 
move. At Congressional hearings last month, automotive 
jobbers charged that oil companies, by unfair trade 
practices, now monopolize the service-station TBA 
business. 


Pipeline Controls?—The Justice Dept. may ask 
ee ee ee eee 
observers say. This would be done through control of 
dividends paid by shipper-owned pipelines. Some 
quarters of the Justice Dept. are said to be concerned 
about the extent to which oil pipelines control the 


Tulsa Trial Delayed—Trial of 29 major oil companies 
accused of conspiring to raise prices of crude oil and 
gasoline during the Suez crisis is postponed until Feb. 1. 
The U. S. government asked for more time to file its 
brief, now due by Jan. 15. The brief will spell out 
exactly what the government charges and what docu- 
ments it will use to back the charge. It’s already known 
that the government has no evidence of an expressed 
conspiracy, but will attempt to show an “inference of 
conspiracy.” U. S. District Judge Royce H. Savage 
figures the government can likely present its case in “no 
more than two months of actual trial.” 


AROUND THE COUNTRY 


Demand Rising—Domestic demands for all oils will 
rise 3.9% in 1960 over that of 1959, says the Bureau 
of Mines. The breakdown: gasoline, up 3.2%; kerosine, 
down slightly; distillates, up 4%; residual fuel oil, up 
2.3%. 





Good Profits Seen-—Oil-industry profits in the first 
half of 1960 will be at least as good as they were in 
the first half of 1959, says Frank O. Prior, Indiana 
Standard chairman of the board. He predicts product 
demand will be up 4.9% this year. 
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‘One-Roof’ Delay—Hopes for a “one-roof” heating- 
oil trade association by mid-1960 are not so strong as 
they were when the plan was given the go-ahead in 
November. Three factors may be delaying it, say insid- 
ers: (1) Some Oil-Heat Institute members express appre- 
hension over possible major-company domination. 
(2) Some opponents to the idea, who ostensibly had 
accepted it, are working under cover against consum- 
mation. (3) Through R. G. Elmslie, managing director 
of the Washington state O. H. I., a reservation to the 
proposed organization has been raised. As a result, 
inside observers think it may take a year or longer to 
establish the setup, which would be composed of OHI, 
National Fuel Oil Council and API research project. 


More Jobber Sellouts—An East Coast marketer who 
has relied heavily on jobber distribution says it’s 
negotiating with two of its jobbers to take over their 
operations. One deal is expected to take place this 
or next month, the other in several months. 


Better inventories Ahead—Confidence that both 
inventories and price firmness will improve’ this year 
was expressed to NPN by D. Woodson Ramsey, the 
new Humble’s new vice president and director. He 
said a decline in product inventories makes the product 
supply situation better than it has been. Stocks should 
be getting closer to balance in 1960, he believes. 


Will Prices Rise More?—Some financial analysts 
expect American prices to rise as much as 4% in 1960. 
They set the minimum rise at about 2%. Therefore, 
the analysts say, it’s possible there will be another in- 
flation scare. But they don’t look for it to be as extreme 
as the one a year ago. In the long run, the average 
annual price increase over the next 5 to 10 years is 
estimated at 1.5% to 2%. 


Gulf’s Marketing Hq—Inspired holiday speculation 
in New York claims that Houston will be selected as 
headquarters for Gulf Oil’s marketing department. Gulf 
has indicated marketing will be shifted out of Pitts- 
burgh, as other operating departments have. Because of 
Gulf’s national-scale operations, Houston is said to be 
a more central location than the East. Houston was 
selected as headquarters for the new Humble (Del.) 
company, which consolidated five Jersey subsidiaries 
for national marketing. 
* 

imports to Rise—Effective the first of this month, oil 
imports will increase 5.5%, to 1,529,943 b/d. Most of 
this increase is in residual fuel oil, boosted 17% over 


the former level—363,000 b/d to 425,000 b/d. All is 
east of the Rockies. 


More Ahead of the News 
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Ahead of the News 





New JAC Chairman—John D. King, marketing vice 
president of Cities Service (Del.) will succeed Robert 
O. Goodykoontz, Esso marketing VP, as chairman of 
American Petroleum Institute’s Jobber Advisory Com- 
mittee. 

e 


Humble-Jersey Merger Questioned—A new lawsuit 
questioning the legality of the Humble-Jersey merger 
has been filed by a Humble (Tex.) minority stockholder, 
Jack Finkelstein. But meanwhile, the Texas secretary 
of state has accepted the articles of the merger and 
issued a certificate (see page 72). 


Carter Expands—Carter Oil Co., Humble (Del.) divi- 
sion, is expanding in Nebraska. It moved inte Lincoln by 
buying Lincoln Oil, jobbership with eight stations. C. D. 
Hill, Carter marketing manager, says the company will 
expand further “in both the urban and rural areas of 
Nebraska.” Carter says it’s considering the acquisition 
of additional station sites in Lincoln. 


Explaining Price Changes—At least one major oil 
company is moving to meet jobber beefs that explained 
heating-oil price rises are bad public relations. In 
letters from district sales managers to resellers, Mobil 
Oil says prices move up and down according to the 
law of suppiy and demand, the same law that boosts 
Florida hotel prices in the winter and drops them in 
the summer. The letter is something jobbers can quote 
if complaints start coming again this heating season. 
It helps take the jobber off the hook in explaining price 
moves over which he has little, if any, control. 


Phillips in Paraguay?—Phillips Petroleum has of- 
fered to build a $5-million refinery in Paraguay in re- 
turn for the right to supply that country’s oil needs, 
according to an inside report. Paraguay consumes be- 
tween 400,000 and 500,006 bbl. a year. At the end 
of 10 years, the report says, Phillips would turn the 
refinery over to the government. 


Anticorrosion Taskforce—New ways to cut marine 
transportation costs may be in the making. Esso Re- 
search & Engineering Co. and 19 other members of 
the Jersey Standard family have launched a broad 
marine testing and improvement program. No. 1 target 
is. tanker corrosion, which costs Standard $20-million 
a year. Other projects: developing and improving auto- 
matic loading and unloading techniques, remote-con- 
trolled valves and automatic gaging. 


More Members for OH!I—Oil-Heat Institute’s distri- 
bution division will shortly add three more groups of 
heating-oil jobbers to its membership list: Georgia Oil 
Jobbers Assn.; Fuel Oil Dealers ‘Assn. of Victoria, 
British Columbia; and Carlton County Oil Men’s Assn. 
in Minnesota. 
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No More Pencils—It’s possible that by the start of 
the next heating season heating-oil jobbers will be 
able to take the pencil out of the truck driver’s hand 
for good. An East Coast heating-oil jobber has re- 
ceived a pilot model of a ticket printing head that will 
record. on each delivery ticket the price per gal., sales 
tax (if any), gallons delivered, and cost of fuel de- 
livered. The jobber hopes to add another unit to this 
head that will totalize all this information at the end 
of the day’s run. This would eliminate cross-checking 
at the office. 
* 


Boron Going to Evrope?—Boron gasoline may be 
marketed in Europe and other areas, says Standard 
(Ohio). Charles E. Spahr, Sohio president, says talks 
to this end are under way. Sohio now licenses Richfield 
Oil (Los Angeles) and DX Sunray to sell its Boron 
gasoline, and recently made a similar agreement with 
Ampol Petroleum, Sydney, Australia. 


Jubilee for Oil Heat—Oil-Heat Institute of Amer- 
ica will mark 1960 as oil heat’s diamond jubilee. The 
75th anniversary of the birth of oil heat will be the 
theme of the OHI convention in April. 


® 
Texas Invades California—Webb Oil Co., large Texas 


independent, is reported to be planning to build some 
three dozen stations in Southern California, about two 


a month. The outlets would have four pumps, two grades 
of gasoline. One such station has been opened, in Orange 
County. Two others like it are under construction, 
in Tustin and Anaheim. 


Forecasting Parts Replacement—Mcenan Oil Co. of 
New York is working on a plan for forecasting the 
number and kind of replacement parts it will need 
during the heating season. The object is to keep parts 
inventory closer to actual demand. Meenan has high 
hopes the plan will work. Its system for forecasting 
the number of service calls expectable on each day 
of the heating season is working well. 


Exhaust Control—aAt least three affective devices for 
controlling automobile exhaust will be announced in 
1960, says the Air Pollution Foundation, San Marino, 
Calif., a privately supported research organization. 
These would be in addition to the three devices 

made public: Thompson Ramo Wooldridge’s direct- 
flame afterburner under development with Chrysler 
Corp., the Houdry catalytic converter being tested by 
General Motors, and Ford Co.’s catalytic muffler. The 
foundation says the devices as yet not announced are 
more advanced than these three. 


Sohio-Leonard Deal Set-—Leonard Refineries, Alma, 
Mich., becomes part of Standard (Ohio) Jan. 28. Stock- 
holders voted 9-1 for the merger. 
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Petroleum Indicators 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Dec. 1959* Nov. 1959 Dec. 1958 . 
Finished and unfinished gasoline (thous. bbl.) 181,250 180,133 186,760 . 
Kerosine (thous. bbl.) 29,013 31,117 26,040 
Distillate fuel oil (thous. bbl.) 160,487 167,975 125,101 
Residual fuel oil (thous. bbl.) 53,882 55,207 59,508 
Crude oil—B. of M. (thous. bbl.) 252,613 252,650 262,730 

Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,907 7,961 
Foreign crude included (thous. bbl. daily) 1,017 1,047 
% of refinery capacity operated ‘ 81.4 85.9 

Refinery Output 
Gasoline (thous. bbl. daily) 4,053 4,146 
Kerosine (thous. bbl. daily) 327 374 
Distillate fuel oil (thous. bbl. daily) 1,792 1,955 
Residual fuel oil (thous. bbl. daily) 928 1,105 

Crude Supply 
+U. S. crude oil production (thous. bbl. daily) 6,931 7,136+ 
Crude oil imports (thous. bbl. daily) 950 1,079 


*Through Dec. 11, except crude stocks, Dec. 5. 
tAlaska included in 1959, not 1958. 
Source of Data: API Weekly Reports, except 1958, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 
*Exports of crude and refined products (thous. bbl.) 6,804 (Sept.) 
Average station gasoline price, ex tax (¢ per gal.) 21.08 (Dec.) 
Service station sales—all commodities ($-million) 1,445 (Oct.) 
tGasoline consumption (million gal.) 5,494 (Aug.) 
Service station permits (number) 714 (Sept.) 
Passenger cars—domestic shipments (thous.) 524 (Oct.) 
Trucks and buses—domestic shipments (thous.) 82 (Oct.) 
Passenger car replacement tire shipments (thous.) 6,015 (Oct.) 
Replacement battery shipments (thous.) 2,893 (Sept.) 
Oil burner shipments (thous.) 79.3 (Sept.) 


*Alaska included in 1959, not 1958. 
tExcludes Alaska. 
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Residuals for Space Heating? 


Many firms plan on rising sales 
of heavy oils for space heating 


ALES OF HEAVY fuel oils for heating are 

growing at a faster rate than for any other large 
volume use of this p They will reach over 
100-million bbl. in 1959, about one-fifth of total 
heating-oil sales. 

Many oil companies believe this market for 
residual fuel oils will continue to expand, even 
though controlled imports and higher prices for 
crude produced in this country increase the price 
level of the product in future years. 

Some companies are now carrying on develop- 
meut work directed toward providing an improved 
blended product of more uniform quality. Research 
is also being dome to improve the design of mechani- 
cal and air atomizing burners for the heavy oils. 

Such improvement, coupled with oil’s clean- 
liness and ease of storage and handling, can make 
the heavy fuels competitive with coal, even at 
higher market values for oil, many believe. 

The principal disadvantage of residual fuel oil 
for space heating, compared with natural gas, is 
that preheating is required. This requirement limits 
the use of heavy oils to installations where a fire- 
man or janitor is in attendance. Even with this 
restriction, a large potential market exists in many 
areas where residual fuel oil is now being supplied 
for other uses. 

Sales of residual oil for heating (as reported by 
the Bureau of Mines) were 93,118,000 bbl. in 
1958, a gain in volume of 54% since 1949. In 
the past decade some other uses for residuals have 
declined. The total growth in sales over this period 
was 7% (see table below). 

Country-wide sales of No. 5 grade residual fuel 
in 1958 were 31,408,000 bbl. and of No. 6 grade, 
the heavier product, 61,710,000 bbl. 

Sales of the heavy heating oils are largest in the 
upper Atlantic Coast states, in some New England 





Sales of Residual Fuel Oil in the U.S., 
1949-58 
(000 bbi.) 
% 
Change 
1949-58 


+47 


202,697 +16% 
106,269 +19% 
129,283 —24% 


531,367 + 7% 


Use 1949 1955 1958 
Space Heating 60,414 86,282 93,118 


Industrial 

{Inc. Oil Co.) 174,300 
Vessel Bunkering 89,362 
Other Uses 170,857 
Total 494,933 
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600 





a 
































0 Os Tee 
1949 «©1950 1951 1952 1953 1954 1955 1956 1957 1958 








Sales of residual fuel oil for space heating have climbed 


states, and in industrial states in the Midwest. The 
geographical distribution follows the pattern of total 
distribution of residual fuel oils. 

In New England and the Atlantic seaboard 
states, total sales of heavy heating oils in 1958 were 
57,445,000 bbl., 60% of total U.S. sales. Consump- 
tion in New York, the largest of any state, was 
17,744,000 bbl. In Massachusetts, sales were nearly 
9-million bbl., in New Jersey and Pennsylvania 
more than 6-million bbl. each. 

In district No 2, comprising the Middle West 
and parts of the South and Southwest, total con- 
sumption of residual fuels for space heating in 
1958 was 23,768,000 bbl. Largest sales were in. 
Illinois, 9,957,000 bbl., in Michigan and Missouri, 
more than 3-million bbl. each. 


In general, sales of heavy fuel oil for heating 
are light in gas-producing states and in nearby states 
served by gas. California is an exception, 1958 
consumption being nearly 3.5-million bbl. 

Volume uses of residual fuel oils in the U.S. have 
shifted during the last decade. While sales for space 
heating have grown significantly, those for most 
other uses have grown little. Industrial applications 
have dropped in the last few years. 

Use of residual fuels oils by the railroads has 
dropped from 63,467,000 bbl. in 1949 to less than 
6-million bbl. in 1958, due to the dieselization of 
locomotives. Military uses have grown materially. 

Sizing up the future residual fuel market, many 


oil companies are by no means writing off the space- 
heating markets as lost to natural gas and coal. & 
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Use DuPont PAN 
... to cut cost of stabilizing lube oils and greases 


There are sound reasons for an anti- 
oxidant to have been widely used for 
over 25 years... but they all boil 
down to the fact that it’s the best ma- 
terial for the job for the price. To keep 
costs down and quality up in your lube 
and grease products, take a look at 
what Du Pont Phenyl-Alpha-Naph- 
thylamine can do for you. 

In Lube Oils—PAN is a low-cost ash- 
less antioxidant to be used with other 
additives to give oxidation stability. 
Wide usage has demonstrated PAN 
to be well suited for railroad diesel 
oils and crankcase oils. 

In Greases—The effectiveness of PAN, 
measured in oxygen bomb tests and 
confirmed by field service, has proved 
this product to be one of the most eco- 
nomical materials available for stabi- 
lizing greases. 

Handling—PAN is easy to work with. 
It dissolves directly in mineral oils at 
just slightly above room temperature. 


Additional Information—You can get 
additional information by writing for 
our brochure on PAN. Samples are 
also available. Just fill in the coupon 


—or, better yet, see your Du Pont Pe- 
troleum Chemicals Division represent- 
ative. 


E. 1. DU PONT DE NEMOURS & CO. (INC.) 
Petroleum Chemicals Division ¢ Wilmington 98, Delaware 


Gentlemen: 


Please send brochure on Du Pont PAN [] 


Please send sample of Du Pont PAN 


Name ... 


Better Things for Better Living 
« « « through Chemistry 
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Tetraethyl Lead 


and other 


Petroleum Additives 
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It really rolls in 


for Sinclair Distributors! 


As soon as you acquire the Sinclair franchise, the 
entire Sinclair Organization is primed to help you 
get rolling — and keep rolling. 


You get the kind of financial help and administra- 
tive aid you need. You get assistance in bulk plant 
operation and service station development, too! 


To build extra fuel oil, industrial and farm gal- 
lonage, Sinclair puts a complete sales training 
package at your disposal. 

You'll be tough on competition, too. The Sinclair 
brand is pre-sold by one of the most aggressive 
advertising and promotion campaigns in the oil 
business, 


62 


Right now, in Sinclair’s 36-state marketing terri- 
tory, there are ripe opportunities for alert, profit- 
minded businessmen. Why don’t you find out how 
you can share in Sinclair’s billion-dollar business? 


For the complete picture, write 


600 Fifth Avenue, New York 20, N. Y. 
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Watch Out for This New Threat 





IVORCEMENT of TBA is the latest legis- 
lative threat confronting the industry. Be- 
cause this could be a live issue during the next 
session of Congress, oil marketers should be 
alert to the implications. | 

If TBA is divorced from oil marketing, or 
even if TBA supply is legislated through chan- 
nels outside oil marketing, marketers could 
get hurt. TBA has become an integral part 
of oil marketing. 

The threat was raised in Washington, by the 
Roosevelt small-business subcommittee, hold- 
ing hearings on alleged restrictions in TBA 
markets. Automotive wholesalers pressed 
charges that major oil companies coerce deal- 
ers into buying TBA exclusively through them. 


The charges were disputed by major-com- 
pany spokesmen. 

Marketers should not ignore the divorce- 
ment threat because the hearings afe over. At 
least two things can be done: 

1. Suppliers should give their distributors and 
dealers a simple but complete explanation of 
the situation so they will have a complete under- 
standing of it. 

2. Distributors and dealers should tell their 
Congressmen how they feel about this issue, 
pointing out the probable harmful effects of 
divorcement. 

3. Suppliers should caution their field reps 
against using any tactics or language that could 
be construed as coercion. 


Unnecessary Black Eye 





§ By OIL INDUSTRY got a small but un- 
necessary black eye in New York be- 
cause of the thoughtless action by Mayor 
Robert F. Wagner and some of his administra- 
tive officers. 

A big racket in meat retailing was uncovered 
by Mayor Wagner’s people and exposed as a 
large-scale scandal. While the scandal was still 
hot in newspaper headlines, Mayor Wagner 
shifted the investigation to service stations, The 
strong implication was that chiseling was rife 
in gasoline retailing. 
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The investigation was a bust. Some minor 
violations were detected, but there was nothing 
on the scale of the meat scandal, which in- 
‘cluded bribery, collusion and short-weight- 
ing of customers. 

Nevertheless, much damage was done. Be- 
cause of the timing and nature of Wagner’s 
announcement, it was given prominent, head- 
line treatment in the newspapers—even though 
the action and the results didn’t warrant that 
kind of ‘scare’ treatment. (See story on page 
70.) 





Highest 

Detergent 

Activity 

in an 

Anti-Icing  tcrssee: 


bodies at the conclusion of 
a carburetor cleanliness test 


in which the additives, at low 
gen anti-icing dosages, were com- 


pared on an equal cost basis. 





No additive 


Sure-fire prevention of carburetor icing—plus posi- 
tive prevention of carburetor clogging! That’s what 
you give your customers when you safeguard your 
gasoline by adding Unicor-LHS. 

In addition to its well-known anti-icing and 

. corrosion-protective characteristics, Unicor-LHS 

provides ideal detergency action. Recent tests at 
Universal’s laboratories (see photos at right) demon- 
strate that Unicor-LHS imparts greater detergency 
to your fuel than the best competing additives. 

Convenient and economical to use, this anti-icing 
additive can be introduced anywhere—refinery, bulk 
plant or filling station—at less than half the cost 
of ordinary anti-icers. 

We shall be glad to determine the exact anti-icing 
and carburetor detergency requirements of your fuels. 





Best competitive detergent additive 


For detailed information, samples, or commercial 
quantities, write to our Products Department. 
Unicor-LHS 


UNIVERSAL OIL PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S.A. 


More Than Forty Years Of Leadership In Petroleum Refining Technology 
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Decade of the Big Shakeups 


The Marketing Revolution 
has caused sweeping changes 
in many sales organizations. 
And there'll be more. 


MA8KETING reorganization is a big thing, and 
it’s getting bigger. 

Marketing managements have been going 
through extensive reorganization in what is per- 
haps the most far-reaching development of the 
post-World War-II period, for the oil marketing 
industry. 


Reorganization has had a profound effect on 
companies and on people. In the past dozen years, 
particularly since 1955, most oil companies have 
made changes varying from minor realignment to 
drastic overhaul. In some cases, a completely new 
concept has replaced the old. In some companies, 
whole new “teams” of management men have 
taken over. Invariably there is a reduction in mar- 
keting personnel. 


The 1950s were indeed the decade of the 
big shakeups. And it’s not over yet. Some com- 
panies for the first time are considering reorganiza- 
tion, while others are planning further 
reorganization. 


Behind these moves are onerous economic 
pressures. Men responsible for corporation success 
are trying grimly to rescue shrinking profits from 
the erosive action of mounting overhead and ever- 
sharpening competition. 

Reorganization takes many forms. The immedi- 
ate object is to eliminate duplicating functions, 
cut out overlapping assignments, shorten lines of 
communication, get rid of deadwood and uncover 
concealed talent. 

If the reorganization program is successful, the 
result is a streamlined organization—strong, effi- 
cient, competitive and capable of turning a hard 
profit. 

There is nothing sinister or wicked about the 
shakeups, though often the execution is drastic. 
Some people get hurt, some come out ahead. 

So extensive has reorganization become that it 
may be likened to a game in which, one by one, 
new entries appear, seeking to reach the same goal 
by changing their organizations—an act which may 
create new hazards, new challenges and new dif- 


By FRANK BREESE 
NPN Editor 
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ficulties. For the industry, it is certainly the 
grimmest game of the decade. 

Looked at another way, this is another expres- 
sion of the revolution in oil marketing. This is the 
Marketing Age, and marketing has achieved a new 
recognition in the oil industry, emphasizing the 
growing importance of the function. 

Nearly everyone in marketing has seen or heard 
about some reorganization, or even been affected 
by one. Very few, however, have been in a position 
to view the broad national scene and witness the 
emergence of a new management. 

This report recounts some of the reorganization 
programs of the past decade, enumerates various 
reasons for reorganization, describes the goals, 
tells how changes are carried out, reports on the 
effects and looks at the outcome. 


How It Came About 


Before World War II marketing just grew— 
even during the Great Depression of the 1930s, 
when no one made much money. A small sales 
department expanded gradually, took on more 
salesmen, opened new offices, added more territory, 
created more titles and eventually became a large 
marketing organization. 

In the growth process, the organizations were 
adapted to existing conditions as they took care 
of the nation’s petroleum needs. An important in- 
fluence, which might be termed Corporation Mores, 














Marketing just grew 





General 


(Begins on page 65) 
was at work. It controlléd careers and shaped de- 
partments as they grew. 

In time, this produced a plan for orderly ad- 
vancement, emphasis on seniority, highly-respected 
protocol and an atmosphere of paternalism. The 
system contained strengths and weaknesses. Among 
the strengths were stability, prestige and experi- 
ence. In a number of companies, two weaknesses 
were often present: complacence and an inability 
to utilize many talented men, blocked in the pas- 
sageways of the seniority system. 

After World War II, business not only picked 
up where it had left off but shot up sensationally. 
The boom allowed many companies to ignore the 
weaknesses that had set in. 


But suddenly the situation changed, as supply 
exceeded demand. Some companies were ready for 
the change, which, by the early 1950s, had brought 
on different marketing conditions. Others began 
adjusting their organizations. 

The beginning of the series of reorganization 
projects coincided with the era of abundant 
supply. 


Examples of Changes 


At least a dozen major oil companies have car- 
ried out organizational changes in recent years: 
Amoco (absorbing Pan-Am Southern), Cities Serv- 
ice, Conoco, DX-Sunray, Esso Standard, General 
Petroleum (now the West Coast marketing division 
of Mobil Oil), Gulf, Humble, Indiana Standard, 
Mobil, Pure, Shell, Sinclair, Standard of California, 
Tidewater and Union Oil. (*) 

One of the first to modify its structure was Shell 
Oil, which streamlined its organization in the late 
Forties. 

In the early Fifties, three West Coast companies 
made basic changes in their marketing structures. 
Standard of California separated its wholesale and 
retail departments right down the line, from ad- 
ministrative headquarters to the smallest field unit. 
Field units were reduced. For example, in the 
wholesale department, 13 districts became nine 
regions, and 139 branches were reduced to 75 
districts. 

By July 1, 1955, Standard had completed re- 
organization begun two years earlier. The advan- 
tages it reported were: stronger, more specialized 
selling group, improvement of service, more direct 
organization and lower operating costs. 

For General Petroleum, decentralization was the 
key to its reorganization program. GP eliminated 
a layer of field management, shortening lines of 
communication, and delegated authority. 

The program was directed by Vern A. Bellman, 
who later was shifted to Socony Mobil. As vice 
president and domestic marketing director there, 
he performed a similar task, still in progress. 

Union Oil split its marketing into wholesale and 


* See list of NPN articles on page 111. 


retail, assigning separate men to each department 
from headquarters to field. } 

Decentralization is a feature of Conoco’s re- 
vamped organization. Conoco consolidated mar- 
keting areas and dropped a layer of executives. 
While policy is made at headquarters, each re- 
gional manager has complete authority in his area. 

When Gulf began reorganizing in 1956, it sepa- 
rated retail and wholesale, emphasized the class- 
of-trade concept and passed more authority down 
the line. 

In the mid-Fifties, Indiana Standard cut out a 
whole layer of management and consolidated 
others. A further reorganization was undertaken 
as a second step, aimed at tightening the organiza- 
tion. 

Tidewater streamlined its marketing and coor- 
dinated its national efforts, previously handled in- 
dependently by separate divisions. 

Esso replaced regional managers with functional 
managers, removing a whole level of management. 
Several divisions were consolidated, as well as dis- 
tricts. 

This past year, DX Sunray decentralized its 
marketing management. 

At Humble, authority and responsibility were 
shifted to four divisions while headquarters con- 
cerned itself with long-range planning. 

Mobil reorganized its marketing department on 
a class-of-trade, or customer, basis, beginning in 
mid-1958. 


Why They Do It 


There are many reasons for the shakeups. One 
reason, several or all may cause a company to 
decide on a new structure. 

e@ New Emphasis on Marketing—This is per- 
haps the underlying reason. Ever since supply over- 
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The task is difficult, complex and laborious 


took demand, the selling function has acquired a 
new importance in the industry. 

e Shrinking Profits—Excess products have re- 
sulted in lower prices, which have reduced margins. 

@ Overhead—tThe cost of doing business has 
risen inexorably. Everything is higher: property, 
equipment, salaries and wages, rents, taxes, fringe 
benefits. Even the 10¢ tip costs a quarter. 

e@ Reduced Earnings—Rising overhead and 
shrinking profits have cut the earnings of many 
companies. This in itself has brought direct pres- 
sure from the board of directors onto top manage- 
ment. 


e@ Poor Market Position—In the scramble for 
business, some companies have lost position in the 
market place. Some once-strong companies, lulled 
by their past eminence, fell quietly behind. 

e@ Inefficiency—Some companies failed to ad- 
just to marketing’s changing requirements. Their 
method of doing business became outdated. And, 
in many cases, incompetent personnel was per- 
mitted to thrive and even to hold management 
jobs. 

e Changing Concepts—New philosophies of 
distribution have caused management to discard old 
structures for new. The concept of marketing to 
class of trade has been accepted widely. 

e@ New Top Management—tThe installation of 
a new president may signal revision of the old 
set-up. 

e@ Mergers and Acquisitions—In the past few 
years, there have been many mergers and acquisi- 
tions so that market positions could be strengthen- 
ed. Usually such transactions result in personnel 
and organizational changes, at least in one of the 
two companies involved. 

Two of the largest mergers of the decade are 
the consolidation programs of Jersey and Mobil 
now taking place. 
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e@ Expansion—Many companies are pushing 
beyond their historic marketing boundaries in 
search of outlets for their volume. Often they en- 
large and revise their marketing departments in 
doing this. 

@ Diversification—It has been commonplace in 
recent years to diversify to build earnings and 
strength. Petro-chemicals is a popular addition, 
for example. Assignments have been rewritten to 
handle diversification, usually offering new oppor- 
tunities. 

e@ Improved Communications — Many depart- 
ments grew unwieldy because of long, tenuous lines 
of communication from field to top management. 
By removing some intermediate management eche- 
lons, lines have been shortened. By delegating more 
authority down the line, companies have improved 
communications and speeded action. 

e@ Competition Reorganizing — In a few cases, 
companies have felt compelled to make changes 
because competitive companies have done so. 


What They're Seeking 


The goals are pretty clear, but they’re also pretty 
elusive. Greater efficiency, of course, is the over- 
riding consideration. These goals are the objective 
of most firms: 


@ Decentralization—When achieved, this can 
give a company a hard-hitting sales department, 
vested with responsibility and authority and staffed 
with capable men who can move quickly and com- 
petently. Most companies have delegated to all 
levels a degree of authority unheard of 10 or 15 
years ago. As a corollary act, policy and planning 
are usually centralized. 

e@ Manpower—In this field, twin results are 
sought. One is the systematic development of man- 
agerial talent. The other is better utilization of 
existing talent at other levels. (Continued) 





General 


(Begins on page 65) 

@ Profitability—In most companies, marketing 
departments must stand on their own feet. In the 
past, many marketing departments were merely an 
outlet for products on which a profit had been 
made in production. To stand on their feet, the 
marketing organizations must develop profitability. 


How It’s Done 


The task of executing a reorganization plan is 
difficult, complex, laborious and often agonizing. 

It usually starts long before the act itself, when 
a decision is reached to study reorganization. The 
study project springs from one or more of the rea- 
sons enumerated above. It is usually requested by 
the chief executive officer or the head of the mar- 
keting department and proceeds at a pace governed 
by the pressures on management. 

It is common practice to bring in an outside 
firm of management consultants either to appraise 
a company’s own findings and suggestions or to 
conduct the study. Some of the big companies have 
their own management consulting departments 
whose purpose is to examine all aspects of cor- 
poration operations. So, in some cases, a company 
carries out a reorganization program independent- 
ly. 

Great secrecy surrounds the study projects be- 
cause when word gets out that changes are possi- 
ble, a dignified company becomes a noisy factory 
of shrill rumors. Morale instantly drops, and effi- 
ciency falls off. It’s hard, though, to maintain ab- 
solute secrecy. When a stranger, with the blessings 
of the boss, begins poking into the inner workings, 
conjecture arises that something’s up. 

Some companies and management consultants 
have become expert at guarding secrets. When 
Socony Mobil announced last summer that its 
affiliates, General Petroleum and Magnolia were to 
be consolidated within Mobil Oil Co., only a hand- 
ful of people knew about it beforehand. The same 
was true when Jersey Standard announced last 
autumn that a new Humble Oil Co. was to be 
created out of five domestic subsidiaries (Esso 
Standard, Humble, Carter, Oklahoma and Pate). 

When details of a new organization are com- 
pleted, a time table is worked out for implementing 
the plan. Time of notification and form of explana- 
tion are important. Successful implementation often 
depends on how well the news is communicated 
to hundreds or thousands of employes. So far, most 
companies have done poorly with their internal 
communications because explanations have been 
tardy or inadequate. There are exceptions. One is 
Socony Mobil, which toiled painstakingly to rush 
a complete and simultaneous explanation to all 
hands. In contrast, Jersey fumbled its communica- 
tions, and some of its key people received a belated 
explanation. 

After the announcement, a reorganization team 
is usually assigned to go from one point to another, 
putting the changes into effect. This involves numer- 

















Early retirements have been a boon to many 


ous personal interviews, explaining new assign- 
ments and transfers and arranging dismissals and 
retirements. 


The last phase is a shakedown period, but it 
doesn’t always mean the end of changes. Usually 
it takes a year or longer before people get used to 
the new organization. Seldom is it perfect, so other 
changes may follow. Sometimes they’re minor ad- 
justments. Sometimes they lead to another big 
shakeup. 


The Effects 


An immediate effect has been a marked reduc- 
tion in marketing personnel. The fat was squeezed 
out, and much deadwood eliminated. Ten years 
ago nearly all companies contained much fat and 
were well-stocked with deadwood. 

Standard of Indiana, for example, eliminated 
more than 1,100 employes. An East Coast major 
cut 8,100 down to 7,500. Another is in such a 
state of uncertainty that the number changes daily. 

Behind the impersonal front of reorganization, 
there have been scores of dramatic episodes. Careers 
have been made and broken. Operations have been 
disrupted. Men have been relocated and dislocated. 
Relatively obscure individuals have leap-frogged 
into prominence. 

The experience of going through a reorganiza- 
tional period can be a stern test of one’s ability. 
Bright executive talent has been brought to light. 
Men who seemed buried deep in organization 
charts suddenly found themselves in challenging 
positions. Some men were demoted and some dis- 
missed. In a number of cases, early retirements 
were arranged. 

In many cases, men left of their own volition, 
choosing early retirement or resignation to an 
abrupt change in career. Early retirements have 

(Continued on page 111) 
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Focus on Oil Marketing 


LIFETIME LUBRICANT? For railroad diesel engines, yes, says 
Shell Oil, under the proper circumstances. The new oil is 
said to be able to last between overhauls, 200,000 to 
400,000 miles. Here a chemist tests for contamination. 


® . 
FO ap oi 


A GOOD DEé£D is done by Dan Dugan Oil Transport Co. 
for McCrossan Boys’ Ranch near Sioux Falls, S. D. Dugan 
hauled 18,000 gal. of water, three loads, for a skating rink. 


BRITISH AMERICAN Oil Co.’s Ontario sales division, 
now housed at the head office, will occupy a new 
$2-million office building being built in Toronto. 





. —_ — 
Ry ea ee 


A STUDY IN GEOMETRY is this station under construction in Dallas. Engineers cail the roof a hyperbolic paraboloid. 
The outlet will be operated by a big property developer, anticipating 50,000 gpm. (watch upcoming NPN’s for details). 
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General 


Another Black Eye 


New York City’s station crackdown 
seems to have hung one on dealers 


RECENT INVESTIGATIONS of “gas station 
chiseling” in New York City are viewed by area 
marketers as a political molehill that could prove 
a mountainous public relations problem. 


What Happened—Dec. 4 was D-Day for 100 
city inspectors, who fanned out at dawn to check 
over 300 stations. Target: dealers who violated 
city ordinances by not having intact seals on all 
pumps, not checking each pump daily by filling 
a five-gallon calibrated measure, or by adulterating 
premium with regular (or selling regular as pre- 
mium). 

At day’s end, box score was 93 violations— 
mostly for faulty pump seals—spread among 63 
stations. Two were closed outright: one for selling 
regular as premium, the other for having a pump 
that registered % as a full gallon. Uncalibrated 
measuring cans drew warning notices. 


Press treatment bordered on the sensational. 
Dealer associations were indignant. 

Dealers were surprised by the inspection, even 
though Mayor Robert F. Wagner had previously 
announced plans for a “cleanup” of service sta- 
tions along with other retail operations. The first 
phase of the probe had uncovered a scandal in the 
Bureau of Weights and Measures, involving extor- 
tion and short-weighting in meat-cutting and 
butcher-shop retailing. 

On Dec. 1, Mayor Wagner announced that the 
investigation would be shifted to “gasoline stations 
and garages that dispense gasoline.” 

Reaction—After the crackdown, dealer associa- 
tions protested the treatment of the station check 
as Phase Two of the butcher-shop scandal. News- 
papers gave it almost as much space—although no 
evidence of bribery or collusion was uncovered. 

“We don’t think it’s fair,” said one dealer 
spokesman. “It’s a blanket condemnation of the 
dealer. As if we didn’t have enough trouble. But 
if this is all they can find, it’s a testimony to the 
honesty of the average dealer.” 

There was no sympathy for dealers who racked 
up serious violations. Said one association man, 
“They should be prosecuted. We don’t want them 
in the business.” 

Most dealers felt that the serious violations could 
be isolated by areas. Said one, “There are certain 
areas Where they’re under stress. Then they'll try 
something shady to stay in business.” 


_ By Dec. 7, inspection teams had been cut to a 
“token force.” But at least one dealer had found 
the surprise raid a mixed blessing. Clutching a 
summons for using a pump that dispensed short 
gallons, he could look forward to recouping his 
fine soon. Inspectors had discovered his other three 
pumps dispensing overweight gallons. 


- In case you missed it... 


> Richfield Oil of New York has returned to direct 
marketing in Rhode Island and Massachusetts. 
Richfield has purchased its jobber in that area, 
Lamson Oil Co. of Providence, R.I. The jobbership 
will be operated as Lamson Oil Division of Rich- 
field Oil, with Lamson president Reid T. Westmore- 
land as president. Lamson’s 1958 sales totaled $4.5- 
million; annual volume is 20-million gal. fuel oil 
and 10-million gal. gasoline. The company owns 
20 stations, leases 30, supplies another 200. 


& Ashland Oil & Refining Co. and Frontier Refin- 
ing of Denver are the latest refiners to apply for 
membership in Oil-Heat Institute’s distribution di- 
vision. 


& National weighted average octane ratings in 
November were 99.3 numbers for premium and 
92.2 for regular, according to Ethyl Corp.’s latest 
monthly survey. 


® Utah’s attorney general has rejected a ruling by 
the state trade commission that the state can’t buy 
gasoline from selected sellers at a discount. The 
commission had ruled that such purchasing was 
contrary to Utah’s fair-trade law. 


®& American Pertofina and Canadian Petrofina 
filed suit for injunction and triple damages against 
Hi-Octane Co. Buffalo, alleging that Hi-Octane 
used “Fina” trademark at two Buffalo stations. 


» Mileage payments to salesmen driving their own 
cars have reached a U.S. average of 8.91¢ per mile, 
reports Wheels Inc., Chicago fleet leasing firm. 


& Gulf Petroleum S. A. is purchasing station sites 
in Puerto Rico, plans to market Gulf products 
island-wide there. 


& Valley Oil Co., Middletown, Conn., has switched 
suppliers from American Oil to Cities Service. Val- 
ley, an Amoco jobber since 1946, does over 30- 
million gal. a year through more than 50 stations. 


& Mobil Oil is consolidating all pipeline systems. 
Central pipelines, headquartered in Wichita, Kan., 
and Eastern lines, headquartered in Plainfield, N.J., 
will become part of Magnolia Pipe Line Co. All 
administrative work will be centralized in Dallas, 
home office of Magnolia Pipe Line Co. 


& American Gasoline Dealers Assn. has adopted 
a policy resolution calling for establishment of state 
chapters. Seven are expected to be set up within 
the next six months. The first, already organized, 
will be in Pennsylvania. 
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The cap 
is changed... 


...Dut not the man who wears it! 


You may think of some of these men as having been 
Aetna station operators, particularly if you know Kentucky. 
Or if you know western New York state, you might remem- 
ber some were formerly Frontier. Now they all have the 
Ashland Oil sign out front and the Ashland emblem on their 
caps—in more than 4,000 outlets throughout 12 states from 
New York to Tennessee. 


It’s not as sweeping a change as you might think. Aetna 
and Frontier stations have been affiliated with Ashland Oil 
& Refining Company for many years, developing soundly 
in the freedom of the Ashland Oil family. 


It’s a big one, this Ashland Oil family, There are 4,900 
direct employees, plus thousands on the payrolls of inde- 
pendent Ashland distributors, jobbers and service stations. 


ASHLAND OIL & REFINING COMPANY 
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Almost 40,000 people have put their savings into Ashland 
Oil shares and, again this year, we're looking forward to 
product sales of over $300,000,000. 


Names may change but our family characteristics don’t. 
No matter where you meet an Ashland Oil man, you recog- 
nize his sense of personal freedom and his ability to stand 
on his own two feet. He’s got the family independence. 


The independent marketer who chooses Ashland Oil 
as his supplier knows that he stays fully independent. And 
as a member of the family, he gets top quality petroleum 
products, helpful marketing counsel, and promotional help. 
Call EAST 4-1111 and get acquainted with the growing 
Ashland Oil family. As an independent, Ashland Oil enjoys 
seeing other independents get ahead. 


e Ashland, Kentucky 











Brief But Significant 


State highway fund diversion continues . .. Refining capacity rising ... New jobber 
tax rules ... Humble buys stations ... 37% dealer turnover figure challenged .. . 


Raids on state highway funds are 
continuing, says National Highway 
Users Conference. New report says 
more than $300-million in state high- 
way user tax receipts were diverted 
for non-highway purposes during 
1958. 
SIGNIFICANCE: For the U.S., this di- 
version equals 6.5¢ of every dollar of 
receipts from state highway user taxes, 
says the conference. For states in 
which diversion actually occurred, 9¢ 
of every dollar was lost. 


© Operable refining capacity reached 

9,761,650 b/d at year’s end, accord- 

ing to a new API survey. By Sept. 30, 

it will be up to 9,782,150 b/d. 
SIGNIFICANCE: That’s an 82,000 b/d 
increase from last September to next 
September. 


Fastest-growing minor petroleum 
products in recent years have been 


jet fuel, petroleum coke and liquefied- 


petroleum gas, says Dr. James S. 

Cross, manager of Sun Oil Co.’s sta- 

tistical research department. 
SIGNIFICANCE: Over the 1952-1958 pe- 
riod, says Dr. Cross, annual growth 
rates have been 29.5% for jet, 18.3% 
for coke, 8.5% for LPG. 


Internal Revenue Service rules gov- 
erning excise tax to gasoline jobbers 
go into effect as of Jan. 1, 1960. Rules 
went through final hearings without 
change. Jobbers may now apply to 
district IRS directors for authorization 
to make tax-free purchases of gaso- 
line. They must show they are whole- 
salers, be bonded, and agree to pay 
taxes on gasoline they sell. 
SIGNIFICANCE: Provision, authorized by 
Congress last fall, means jobbers won’t 
have to pay taxes on gasoline lost 
through spillage and evaporation. 


American Oil Co. has organized a 
dealer advisory council to promote dis- 
cussion of sales and advertising plans, 
as well as other programs affecting 
station operation. 
SIGNIFICANCE: A half-dozen majors 
now have similar councils. 


Papers for merger of Humble Oil 

& Refining with Jersey Standard have 

been filed with Texas secretary of 

state, who accepted them. 
SIGNIFICANCE: A stockholder had tried 
to halt the merger by injunction. 





LPG Sales: Up 16.5% Over 1958 





LP-GAS racked up new gains in 1959, according to Phillips Petro- 
leum Co.’s annual LPG report, with sales going up 1.231-billion gal., 
a 16.5% gain over 1958. Total sales came close to 8.7-billion gal. 
Here’s a rundown on where the growth came from: 

e@ Chemical manufacturing—as a raw material only—used 497- 
— gal. (26.2%) more than last year. Total sales: 2.396-billion 
gal. 

@ Synthetic rubber manufacturing used 119-million gal. (32%) 
more than 1958. Total sales: 497-million gal. 

e Industrial and miscellaneous sales rose 214-million gal. (26.5%) 
over last year. Total sales: 1.02-billion gal. Most of the increase here 
was due to heavier use of LP-gas as a refinery fuel. 

@ Motor-fuel sales rose 85-million gal. (10%) over 1958. Total 
sales: 937-million gal. Largest gain was in farm-tractor fuel, with 
industrial lifts and tow trucks next. 

e@ Domestic and commercial sales went up 300-million gal. (9.4%) 
over last year. Total sales: 3.6-billion gal. 

e Gas manufacturing sales rose 6-million gal. (2.6%) over last 
year. Total sales: 245-million gal. 








Skelly Oil Co. has signed a distribu- 
torship agreement with D&D Oil Co., 
Dallas. D&D, headed by Earl Drum- 
mond and his son Frank, now has six 
stations flying the Skelly flag, is plan- 
ning more. Skelly hasn’t had jobber 
representation in Dallas for several 
years. 
SIGNIFICANCE: Earlier plans to in- 
crease outlets in Dallas were held up 
during the unsuccessful merger talks 
between Tidewater and Skelly, now are 
being pushed again, 


Tax experts testifying before the 
House Ways and Means committee 
agreed that present depreciation de- 
duction laws should be liberalized. 
They pointed out that much tax- 
deductible capital poured back into 
industry is for replacement of obsolete 
plant and equipment. 
SIGNIFICANCE: Increased tax incentives 
would provide greater investment in 
new plant and equipment, as well as 
stepping up replacement. 


> Humble Oil & Refining has acquired 
12 stations and certain undeveloped 
sites from Famariss Oil & Refining, 
Hobbs, N.M. Price wasn’t disclosed, 
but Famariss said earlier that proper- 
ties represented investment of about 
$500,000. Stations marketed under 
“Famas” flag, in Albuquerque, Grant 
and Ruidoso, N.M. 
SIGNIFICANCE: The sale will enable 
Famariss to concentrate retail efforts 
in eastern New Mexico, near the com- 
pany’s Hobbs refinery. Future market- 
ing will be through 12 “Econ” stations. 


“Some industry groups” are incor- 
rectly interpreting a Commerce Dept. 
study as showing a 37% turnover of 
station dealers, says A. J. Rumoshosky 
of the American Petroleum Institute. 
Commerce officials confirm Rumo- 
shosky’s assertion that the 37% figure 
includes many legal and statistical fac- 
tors beyond control of oil companies 
and dealers. The announcement was 
made at a meeting of representatives 
of all marketing segments in Wash- 
ington. 

SIGNIFICANCE: National Congress of 

Petroleum Retailers officials have given 

wide publicity to the 37% figure. 
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Like all Brockway Huskie Trucks; the new 


“87-incher” is built to haul your load over the 

Maximum payload . .. greater hauling power . . . terrain you haul it. Quality components are 
easier handling . . . plus all the advantages of the matched and balanced to fit the exact re- 
conventional truck. That's what you get in the new quirements of your job. And Brockway’s 


“ . ” j j y-sia) ffér you 
Brockway “87-incher”...and more. Here are a few unique flexible production methods offer yc 


of the new Brockway Huskie features: Wider choice 
of power — gasoline or NH diesel series @ Larger 
cooling capacity ® Improved power steering 
@ All steel, Safety-View Cab ® Dual Headlights 
® Step-Aside fenders @ Easy-Access maintenance. 


A Living Legend of the Highway 
BRO CK WH AW eo recicrsyc:. 
MOTOR TRUCKS cormano, x.v. 


Division of Mack Trucks, Inc. 


efficiency and economy that no mass-pro 
duced truck can equal. Call your Brockway 
representative. Let him show you how Brock 


way can point your way to higher profits 







BYGORMAIERUPP... CHEE DIMI 
70 MEET ALL FUEL DELIVERY NEEDS 


40 to 140 GPM, positive action, sure priming, trouble-free performance, no check valve—all 
in the new Gorman-Rupp 02F3 Pump. Here’s the unit specifically designed for quick, efficient 


fuel oil deliveries. Time is money—so save time THE GORMAN-RUPP COMPANY 


-—see your Gorman-Rupp Dealer Today! 305 BOWMAN STREET + MANSFIELD, OHIO 
Gorman-Rupp of Canada, Ltd., St. Thomas, Ontario 


dual installation of Model O2F3 for gasoline and fuel oil delivery. 
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Bulk Plants and Terminals 





Can Consolidation Help You? 


BARGE PLANT (above) 


NEW OFFICE-GARAGE-WAREHOUSE (below) 
replace the four scattered installations at right 


PHILADELPHIA 


° 
\ Former Garage 


NEW 
JERSEY 


A big Philadelphia jobber operates from two points now instead of 
four. It’s sharpening his business all along the line. Here's how... 


coe WERE probably the most expensive re- 

tail operations going,” says Bob Gillin, 
sales vice president and comptroller of Petroleum 
Heat & Power Co., heating- and industrial-oil job- 
ber in Philadelphia. 

That was true up to last summer before PH&P 
(over 55-million gal. a year), consolidated its op- 
erations. It invested more than $750,000 to: 

e@ Build a new, modern office building with 
room for all company functions, including ware- 
housing and garaging. 

e@ Acquire its own barge terminal on the Schuyl- 
kill River near the new office. 

These changes, Gillin says, should save PH&P 
at least $40,000 a year. 

Since October PH&P has been doing business 
out of its new office on S. 26th St. and Industrial 
Highway. Before that, PH&P’s operations had 
been scattered over the city and in New Jersey. 
Here’s what the operations were like before: 


By CORNELIUS BRODERSEN 
Associate Editor 
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e@ The main office was at 810 N. Broad St., 
close to the city’s center. Space was inadequate, 
and the office lacked many facilities such as off- 
and on-street parking. 

e Burner service and oil deliveries were dis- 
patched from a converted service station in South 
Philadelphia, five miles away. Space here was 
a problem, too: The place was too small for the 
two main functions, let alone for proper truck 
maintenance. 


@ Warehousing was in another part of the 
city, a mile from the main office. It was also small 
and lacked adequate parking. 

@ Main supply point was at a terminal in 
Pennsauken, N. J., a 20-mile round-trip from the 
garage. Much of the driving was through city 
traffic in Philadelphia and Camden, N. J., with 
bridge tolls adding to the expense. 

It’s easy to see why consolidation would do 
wonders for PH&P. For a report on what the 
company expects to gain by having its own barge 
plant and how its combined office-warehouse-ga- 
rage will save money, read the following pages. 





Bulk Plants and Terminals 
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Barge plant on Schuylkill River puts supply closer to the market area and opens the door to throughput income 


Terminal: Key to Expansion 


Petroleum Heat & Power expects to save more than $5,000 a year in 
driver time, says vice president Gillin, and that's only the beginning 


ORE THAN 10% of the annual savings 

Petroleum Heat & Power is counting on 
through consolidation will come from running its 
own 3.3-million-gal. barge plant at the foot of 
Peltz St. and the Schuylkill. 

“We'll save more than $5,000 a year in driver 
time,” says Bob Gillin, “because we'll have better 
control over the drivers.” The plant is only min- 
utes away from the main office—not miles—by 
way of the high-speed, limited-access Schuylkill 
Expressway. 


What PH&P Expects to Gain 


Economy in truck operation is just one of 
the goals PH&P has set for itself in going into 
terminal operation. According to Gillin, the com- 
pany also expects: 

e To become a_ throughputter. Instead of 
paying throughput fees, as it did when its main 
supply point was in New Jersey, PH&P expects 
to collect throughput fees. Supplied by Esso, 


though not a branded Esso oil jobbership, PH&P’s 
terminal will be the city supply point for several 
Esso heating-oil jobbers in the area. 

e@ To have better product. Picking up prod- 
uct at its own terminal puts an end to using 
commingled product, as PH&P did when it picked 
up product elsewhere. Gillin thinks that use of 
uncommingled product should end some of the 
service problems experienced by some of its in- 
dustrial-commercial accounts buying heavy oils. 


e To grow. PH&P blends No. 2 and No. 6 
oils to get No. 4 and No. 5 oils. “With our own 
plant, we can better control the quality of the 
blended product,” says Gillin. And with its own 
blending equipment, PH&P can tailor-make No. 
4 and No. 5 oils to meet specific operating con- 
ditions. “We’re looking for new accounts in this 
field,” Gillin says, “because we can get full price 
for these special oils.” The heavy-oil market is 
growing in the area. Since the Gillins (father 
and two sons) took over PH&P, gallonage has 
doubled, with most of the growth in heavy oils. 
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Blended No. 4 and special oils are not stored Bob Gillin, comptroller and 


Each of these two 
new arms for No. 6 
oil can be swiveled 
to load trucks in two 
bays 


Pry. 


but are loaded into trucks through these arms sees new markets in blended o 


e To buy better. “We'll be more competitive 
now that we’re barge buyers,” says Gillin. Before, 
PH&P was a transport-load buyer. 

e To give better service. PH&P’s terminal is 
near the Schuylkill Expressway, a 26-mile high- 
way that connects Walt Whitman bridge, a main 
route to New Jersey, with the Pennsylvania Turn- 
pike. Its interchanges connect with many impor- 
tant roads to the suburbs. “By using the Express- 
way,” Gillin points out, “our trucks can reach any 
part of our market in about 45 minutes. Such was 
not the case when PH&P’s trucks had to pull 
their first daily load from the terminal in New 
Jersey. 

Within a year or two, Delaware Expressway, 
similar to Schuylkill Expressway, will give PH&P 
fast service to the section of the city along the 
Delaware River. 


How the Terminal Was Changed 


The barge plant on the Schuylkill is not new. 
Originally it was used by Modern Oil Co., more 
recently by Sinclair Refining. But PH&P made 
changes and additions to the plant. 

PH&P put in its own blending equipment, 
using Proportioneer’s Model TC-FRS. No. 2 oil 
is pumped to the blender from 35,000-bbl. storage 
through 3-in. lines by a Blackmer XT3 pump 
hooked up to a 10-hp Elliott Co. motor. No. 6 
oil, also in 35,000-bbl. storage, goes to the blender 
through 4-in. lines by means of a Blackmer XT4 
pump and a 15-hp Elliott Co. motor. Blended No. 
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5 oil is then pumped to 10,000-bbl. storage. 

The independent marketer installed two loading 
spots to handle blended No. 4 oil and special oils. 
There’s no plant storage for these grades. Three- 
in. lines and 3-in. Wheaton Brass loading arms 
are used, with loading speeds at 350-400 gpm. 

PH&P added two new loading spots for No. 6 
oil at its separate six-bay heavy-oil rack. Installa- 
tion was worked so that either arm can be swung 
to either of two bays. Thus the two arms can 
actually load in four of the six bays. Loading 
speeds are 575 gpm. Products travel through 6-in. 
lines from storage, 3-in. lines through pumps, 6- 
in. and even 8-in. lines to the rack, 4-in. lines 
through the rack, and 4-in. Wheaton Brass load- 
ing arms. 

At the same rack, PH&P can load blended No. 
5 oil in each bay at 600 gpm through 3-in. Oilco 
spring-balanced loading arms. 

At a separate rack for light product, PH&P can 
handle six trucks at one time, all of them load- 
ing No. 2 oil. One spot has a 4-in. line loading 
700 gpm; the other spots can load at 400 gpm 
through 3-in. lines. And there’s plenty of room 
to add more loading spots on either side of the 
control tower. 


To keep heavy-oil fluid and to heat No. 2 oil 
before it goes through the blender, PH&P uses 
David Engineering’s Paracoils in the appropriate 
storage tanks. Steam is furnished by a 150-hp Su- 
perior boiler and by a 200hp Cleaver-Brooks 
boiler, both oil fired. 
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Here’s the floorplan PH&P uses to bring together all administrative, clerical, warehousing and maintenance functions 


New Office: Key to Efficiency 


With everything under one roof, PH&P can feel its business pulse 
better now and eliminate lots of costly duplication and disorder 


AMES GILLIN sR., president of Philadelphia’s 
Petroleum Heat & Power Co., sums up the 
company’s move into modern headquarters this 
way, “We have a home now; before we were 
gypsies. We were probably the largest peddler opera- 
tion going.” _~ 
Son Bob, PH&P’s comptroller, thinks business 
life for a nongypsy should be less hectic and less 
costly than it was before. That’s why he counts 
on saving at least $40,000 yearly. That estimate 
may turn out to be on the conservative side. 


How PH&P Is Set Up Now 


In its 13,250 sq. ft. office-warehouse-garage, 
PH&P has pulled all employes and their func- 
tions together for the first time since the Gillins 
bought the company in 1954. There are 24 in 


clerical jobs, 5 oil salesmen, 6 in IBM accounting 
and degree-day records, 13 in dispatching and 
order taking, 20 burner men, 5 mechanics, 4 in- 
stallers, 2 stockroom clerks, 12 to 55 truck driv- 
ers (depending on the season), plus the 3 Gillins 
and their aides. 

In addition PH&P has more work space than 
it ever had: 7,100 sq. ft. in the office area, 2,500 
sq. ft. for warehousing and 2,650 sq. ft. in a 
three-bay drive-through garage. 

The building offers employes better working 
conditions, and it lowers overhead in such items 
as fire-insurance and security-insurance premiums. 


How the Company Will Save 


Here are some ways Gillin says PH&P will save 
an estimated $40,000 a year: 
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e End of duplication. Where two dispatchers 
were needed at the same time—one at the office, 
the other at the garage—only one is needed now. 
Duplicate records kept by two dispatchers are re- 
placed by one set of drivers’, truck and gallonage 
reports. 

_@ Better internal communications. PH&P 
saves $3,000 a year, plus transportation, eliminat- 
ing two full-time messengers who carried de- 
livery tickets and other orders from the office to 
the garage. Order taking and dispatching are now 
done from the same room. 

Last-minute credit clearances can now be han- 
died for same-day delivery. Under the old plan, 
these orders often arrived at the garage after 
trucks left. Once drivers were out, they were gone 
for the day, reloading at any of 15 pickup 
points in the area. That left these credit deliveries 
for the next day, adding to delivery cost and in- 
creasing the chance of runouts. 

PH&P needs only one base station for its two- 
way radio system. “We had three before,” Gillin 
says, “so we'll save a few hundred dollars a year.” 

New telephone equipment uses a two-digit dial 
system for intra-office calls and for calls to branch 
offices in Haddonsfield, N. J., and Bristol, Pa. 
These calls bypass the switchboard. 

The direct line to New Jersey, Gillin explains, 
is expected to cut toll charges 50%. “In one 
month we spent $400 in toll charges to talk 
to our New Jersey branch office and to accounts 
there.” 

Improved internal communications extends to 
company officers. “I was always at the office,” 
says Bob Gillin, “and my brother James, opera- 
tions vice president, was generally at the garage. 
We never got to see each other. Sure, we could 
talk to each other over the phone, but that wasn’t 
too satisfactory. As a result we often failed to 
understand each other’s problems.” Now they 
have adjoining offices. 

e@ Better external communications. Customers 
who want burner service or oil delivery talk directly 
to order clerks without going through the switch- 
board. Eight clerks use Bell Telephone call direc- 
tors, an improvement over lamp-and-key units. 
Calls are routed to lines that aren’t busy. A total of 
16 calls can be handled at one time with this 
equipment. 

e@ Improved truck maintenance. “We'll be able 
to do a real job on maintenance now,” says Gil- 
lin, “and we figure to save at least $7,000 here.” 
The new garage has these facilities: a 23,000-Ib. 
Globe hoist, underfloor exhaust system, overhead 
lube reels. There’s plenty of space in the ware- 
house for a good inventory of truck parts. 

e Improved buying position. With double the 
warehouse space, PH&P can lay in a stock of burn- 
ers, parts and packaged units. “We can now 
buy in greater quantity and improve our buying 
position,” Gillin says. 

e@ Fewer cash and COD accounts. Some 1,500 
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accounts used to pay bills in person at the old 
office. The new office isn’t as handy for such 
personal visits, so PH&P swung many over to 
charge or budget plans. “We got rid of a lot 
of COD will-call customers that way,” Gillin points 
out. 


e@ Improved security. “We'll save on accounts- 
receivable insurance premiums,” Gillin says. The 
new office has a walk-in vault where records can 
be kept. The old office had no such security pro- 
vision, so PH&P paid a high premium on this 
insurance. 

For additional security, PH&P has fenced its 
3.5 acre site. At night, grounds and buildings are 
illuminated by mercury-vapor lamps, two on 
standards in the parking lot and seven on the 
building. 

e@ Lower fire insurance costs. The new office 
is highly fire-resistant. Construction is of double- 
faced cinder block—8-in. blocks on the outside, 
6-in. blocks on the inside, and 2 in. of dead-air 
space between them. The roof is concrete. The 
office stands alone: it’s not hemmed in by other 
structures as the old office was. 


Although the new home looks like one building, 
it’s actually two. The office is separated from the 
garage-warehouse area by an enclosed passageway 
fitted with Class AA fire doors. Fire in one struc- 
ture could be confined there. 


@ Better working conditions. “We offered pre- 
mium pay at the old office,” Gillin says. That 
won’t be necessary now because the new home 
is as light, airy, and modern as the old site was 
dark, overcrowded and old-fashioned. 


There’s plenty of natural and artificial light, 
from floor-to-ceiling windows and VHF fluores- 
cent lights. All the office area is air conditioned, 
not just a few rooms. Heating is better, too, 
through baseboard hot water and overhead warm 
air. 


The new home is laid out for easy work flow, 
with everything on one floor. The old office took 
in three floors, with a lot of space going for hall- 
ways and stairs. 


There are improved facilities, too. Drivers have 
shower and locker rooms, something they didn’t 
have before. There’s an employes’ lounge for cof- 
fee breaks and lunches. The lounge has a hot- 
soup machine, a cigarette machine, an electric 
stove, a refrigerator, a sink, storage space, and a 
garbage-disposal unit. The lounge was a necessity 
because restaurants are too far away. 


Employes can drive to work with assurance 
they'll have parking space. Workers from New 
Jersey can use the Walt Whitman bridge; others 
can use the expressway. For nondrivers, PH&P has 
a shuttle-bus service from designated bus stops. 


PH&P says its new office is in a safer area. 
“We often had to hire special police to protect 
women leaving the old office late at night,” Gillin 
says. 
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Combined blast tube and combustion chamber (inset) is less than 10 in. long 


1960's First New Burner 


In what's been billed the year of the new 
oil burner, here’s one maker's contribution 


A NEW CONCEPT in packaged oil 
heat goes to market next month as 
Jet-Heet Inc., Englewood, N.J., intro- 
duces its warm-air furnaces. 

J-H offers two models: (1) with 
100,000-Btu bonnet rating and a 0.85- 
gph nozzle and (2) with 75,000-Btu 
bonnet rating and a 0.63-gph nozzle. 

They differ from conventional 
warm-air units in a number of ways. 
Here’s what they do: 

e Eliminate shop- or  site-made 
ducts and plenum. J-H uses flexible 
tubing of 2-in. diameter, insulated 
with plastic foam or fiberglass for 
quick, easy and less costly installation. 
The tubing can be “snaked” through 
walls as easily as BX cable. A plenum 
is built into each furnace; the tubing 
fits over warm-air supply outlets in 
the plenum. The bigger unit has 12 
such outlets, the other has eight. 

e Handle one-fourth the volume of 
air of conventional units at four times 
the temperature rise. J-H units pro- 
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vide up to 500-cu. ft. per min., com- 
pared with 2,000 cu. ft. for a conven- 
tional furnace. Temperature of J-H 
air is 350 deg., against 140 deg. for 
conventional units. This means quieter 
operation. 

e Eliminate return ducts, “Be- 
cause we require less air volume, we 
pick it all up from the basement,” 
says Cal MacCracken, Jet-Heet presi- 
dent. 

e Eliminate chimney. With stack 
temperature down in the 400-deg. 
range, J-H units exhaust through a 3- 
in. sheet-metal pipe. Stack tempera- 
tures are down because J-H use (1) 
forced draft for combustion under 
pressure and (2) a high-velocity heat 
exchanger. 

e Thermostats on all room regis- 
ters. This increases J-H’s flexibility to 
give homeowners the degree of com- 
fort they want in each room. 

e New design for blast tube and 
combustion chamber. J-H combines 


both in a unit that’s less than 10 in. 
long and 3 in. inside diameter. The 
chamber is of metal and refractory 
brick. The brick is cast around a 
standard steel wire mesh. Chambers 
in test units have gone 12 years with- 
out replacement and are still in use. 
Oil under high pressure is fed to a 
return-flow nozzle that has larger- 
than-conventional orifice for trouble- 
free operation. Ignition is from elec- 
trodes set at right angles to the nozzle. 

e Fewer parts. One motor and fan 
circulates warm air and feeds air for 
combustion. On conventional units, 
there’s a motor for each job. 

e Heats hot-water supply, too. In 
three months Jet-Heet will market a 
30-gal. hot-water supply tank that 
hooks into its warm-air furnaces. A 
motorized furnace damper circulates 
350-deg air around the tank to heat 
the water. Recovery rate is quicker 
than that of gas-fired water heaters. 
With conventional warm air jobs, a 
separate hot-water heater is needed. 

MacCracken says test units (about 
2,000 have been tested) show fuel 
savings from 22.5%-30% over best 
modern equipment. A few units have 
cut consumption 50%. Fuel economy 
is the result of (1) forced-draft pres- 
surized combustion, which supplies 
heat quickly and (2) lack of chimney, 
which eliminates need to make up 
standby stack losses before furnace 
supplies heat to the house. 

MacCracken says J-H units will cost 
more than conventional jobs, but each 
will be a complete package down to 
tubing. Completely installed units 
should cost less than conventional jobs 
in existing homes since there are no 
ducts to make. “Installed cost could 
run $100-$500 less than it is for other 
units,” MacCracken says, “depending 
on the size of the house.” 





More New Burners 


Several new burners will bow 
in this year, among them: 

® Esso’s new model CS burner, 
with (1) double clutch, (2) capa- 
citor-type motor that eliminates 
starting switches—and potential 
service calls—and (3) cleaner 
flame at higher CO,. 

® Shell’s Ventres unit (NPN— 
June p 108) adapted by Masden 
Service, Minneapolis. If UL ap- 
proved, production starts by July 
on units with 0.20-, 0.50- and 
0.75-gph firing rates. 
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These Genuine 
Schrader Products are 
Basic to Best Tire Service 


Provide complete tire air service: Replacement valves, caps and cores, rivets, patches—full repair 
on all tires that come in to you. It’s easier, faster, better when you use genuine Schrader Products. 
Be prepared to handle every job. Stock these basic Schrader Products—your supplier has them alll! 


(And for your customer's safety, always make it a rule to change the valve when mounting new tubeless tires!) 


\. .LVES! CAPS AND CORES! 


Your tires are now delivered valveless, so don’t A fresh Schrader Cap and Core with every 
get caught .. . keep plenty of genuine Schrader tire change is air-seal-insurance every 
valves on hand for every tire situation. customer appreciates. 


#413R = -s 
Tubeless #4000V Core 
Tire #£3640K2 Valve ’ 


Valve 
#54 Tubeless 
Tire Valve 


#992 Valve Tool to make 
removal or insertion 
a snap. 


| PLUS Extensions 
for on ynee | 

| to any lengt 

| requirement, 


#7960V Cap 


R fa B AIR 4 i #892 Rivet Kit perfectly 


plugs punctures to %”. 


Customers want the best, so why not make repairs 
easy and quick the Schrader way! 


Self-vulcanizing Cold Patches, 
available in many sizes, really 
seal tube or tubeless. 


New ! au service repair Kit! 
Makes it easy and profitable to fix any tire for 
any vehicle . . . the modern self-vulcanizing way. 
Will produce $140 worth of repair business for you! 
Contains: skiving knife, stitcher, inserting tool, 

This new #5072 complete “FIX buffing brush, cleaning solution, vulcanizing stock, 


FLATS” Repair Kit is Dealer priced instruction poster, self-vulcanizing fluid, 
complete at only $15.95 each, U.S.A patches of all types and sizes. 





A. SCHRADER’S SON * BROOKLYN 38, N. Y. Division of Scovill Manufacturing Co., Inc. 
FIRST NAME IN TIRE VALVES 


edivisionot SCOVILL =| FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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NITE ) has added a 
new dimension to 


lube oil additive performance! 


Now you can have all the desirable diesel and high 
temperature gasoline engine performance of previous 
Oronite lube oil additives — PLUS — proven low- 
temperature detergency — at no increase in treating cost. 


New approach Oronite 500 Series Additives are balanced blends of 
: several dispersants and detergents which possess 
to compounding for outstanding LOW and HIGH temperature detergency 
Roya cctanlsl-vechalla-Me)st:te-Lalelah properties. They can be formulated to any particular 
market or cost requirement — with a minimum number of 
5 eye) S e ri es additives being required to provide you a complete line 
of lubricating oils. 

Ad re it j ves Oronite 500 Series Additives have been extensively tested 
with spectacular results. Let us check their performance in 
your own oils — whatever your requirements. 500 Series 
Additives will qualify your products for any specification — 
military, your own, or customers’. 


Ask us to prove 500 Series Additives to you. Call the 
Oronite office nearest you. 


ORONITE CHEMICAL COMPANY 


A CALIFORNIA CHEMICAL COMPANY SUBSIDIARY 
EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 


SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston, 
Los Angeles, San Francisco, Seattie 


Foreign Affiliate: California Chemical International, inc., San Francisco, Geneva, Panama 
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Amoco salesmen used to visit dealers a dozen times a year to push 
sales promotions. Now they go only once, saving time and money 


PREPLANNED SCHEDULE for companywide 

sales promotions is proving popular with 
Amoco salesmen and dealers. It’s reported to be 
racking up savings in time, money and labor. 

Formerly, the field representatives averaged 
12 visits a year to dealers specifically to discuss 
and sell companywide sales promotions. The time 
spent on these visits cut into the time allotted 
for the salesman’s main mission: product sales. 

Now, however, the Amoco salesman can wrap 
up his promotion presentation to the dealer in 
one visit—and that’s made before the year actually 
begins. 

Last May, A. J. Trombetta, of Amoco sales 
promotion, spurred his staff into a crash program 
designed to complete all sales-promotion plans 
before the end of the year. By October, planning 
had been completed, and the “preplanned” system 
was presented to field men at regional meetings. 


How the System Works 


Key to the system was a new presentation kit. 
Attractive and comprehensive, this kit detailed 
the six two-month promotions that Amoco had 
decided on for 1960. The dealer who bought the 
package had his promotions planned for the en- 
tire year. The advantages to salesmen and dealers: 

e@ For the dealer, this meant no worry about 
planning promotions. He knew just what he 
would be pushing next December or any other 
month. He could plan his inventory better. And 
he wouldn’t discover that by October he had spent 
all his allotted money for promotions and would 
have to pass up any for the rest of the year. 


e@ For the salesman, time was the greatest 
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benefit. In just one visit of half a day (recom- 
mended time) he could wind up the dealers’ pro- 
motions. He could concentrate on promotion alone, 
knowing he would have the rest of his time free 
for product selling. 

The company also benefited. With all planning 
completed by the end of the year (deadline for 
dealer orders was December 31), supply could be 
keyed to demand. There would be no overstocking 
or understocking of merchandising equipment. And 
Amoco could bank on stations in all of its market- 
ing areas pushing the same campaign—tires, bat- 
teries or whatever—at the same time. 

.“It’s the department-store window approach.” 
says Trombetta. “You can sell more by concen- 
trating on one thing, just as a department-store 
window displays just sportings goods in a window. 

“Many service stations are cluttered up with 
promotional material for a wide variety of unre- 
lated products. Now we know that Amoco stations 
will be displaying material on Spring changeovers 
at the same time. We expect over 7,000 dealers to 
be carrying out a concentrated companywide 
selling program.” 


Amoco’s New Giveaway Policy 


Trombetta also explained Amoco’s new policy 
on giveaway premiums. Last year company cam- 
paigns called for distribution of items ranging from 
beachballs to rain capes. This year Amoco will 
cut out all but one special company giveaway. 

Amoco is not announcing what the “special 
giveaway” will be. But here’s a speculation. Last 
year Amoco dealers distributed some 1-million 49- 
star flags, which become obsolete this summer. 
Willi 50-star flags be the new premium? a 





. — . CHRON \ 


~~ SUPREME 
R. GASOLINE 


Service at Caloil stations is stressed in the newest series 
of commercials. The narrator tells the viewer to “watch 


CHEVRON: ‘ 
| SERVICE 


how a Chevron station becomes a beehive of activity 
when a car pulls up for a tankful of new Chevron Su- 


How Hy Finn Makes Irreverence 


Caloil’s sarcastic cartoon character isn't always on the side of oil, 
oil companies, or common sense. But Caloil says he’s really selling 


ie AN INDUSTRY where advertising tends to con- 
form to themes of power, octane and service, 
California Oil’s Hy Finn breaks too many rules. 

A flatheaded cartoon character with both eyes 
on the same side of his nose, Hy Finn delivers a 
left-handed sales pitch that’s irrelevant and irre- 
sponsible (see samples on opposite page). 

Yet Caloil—which figures the way to a cus- 
tomer’s pocket is through his funnybone—says 
Hy is racking up eye-opening sales results. TV 
industry trade surveys say the same. 

How does Hy’s irreverence build sales? 

Why? 

Will Hy change the course of oil advertising? 

These are serious questions. The answers mean 
dollars for oil marketers. 

How Hy Sells—Named for the elaborate sterns 
on late-model cars, Hy Finn appeared about 18 
months ago. His job: to sell consumers on Cal- 
oil’s changeover from the Calso to Chevron brand 
name (NPN—June ’58, p119). Since then his sales 
successes have made him “permanent party” at 
Caloil. 


SUPREME 
GASOLINE 


Original television commercial carried the sign-change 
message. Announcer: “At high noon on a recent day a spell- 
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Hy is the joint brainchild of Caloil ad manager 
Max Barry and Dick Coblenz of Batten, Barton, 
Durstine and Osborne. Says Barry, “The general 
public is neither interested nor excited about a 
brand name change. We knew that Caloil would 
have to generate the excitement. That’s where Hy 
Finn came in.” 

For the big changeover, Caloil boosted its ad 
budget to $2.1-million. The largest portion, about 
$800,000, went into TV. ; 

Hy Finn was seen ip cartoons on TV and news- 
papers, and heard on radio. He was the key agent 
in handling the tricky brand name switch, bringing 
in a fresh new name and trying to retain the old 
one’s 12-year loyalties in a sharply competitive 
market (12 northeastern states and D.C.). 

Why a cartoon character? Says Barry, “We felt 
most gasoline advertisers were talking to each other. 
Gasoline advertising was full of big pumps, smiling 
dealers, super-technical claims. Nobody—least of 
all the consumer—believed very much of it. So we 
came up with a different approach to gasoline ad- 
vertising, a cartoon character.” 


bound public learned . . .” Second announcer: “.. . 


Calso 


stations have taken a new name, one already honored 
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Merchandising 
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preme, the gasoline that gives you top performance from 
your car.” Says critical Hy Finn: “And remember, a tank- 


Sell Gasoline 


ful of Chevron Supreme gasoline will last for years .. . 
if you don’t drive your car.” 





Hy Finn Says... 
e Chevron Supreme fits any shape 


Why did Hy click? Primarily, he was different. 
No organization man, he was sarcastic and hyper- 
critical of conventional ad claims. His nasal voice 
(actually belonging to Paul Ford, colonel on Phil 
Silver’s Sargeant Bilko show), coupled with a 
progressively styled cartoon, harangued drivers— 
warned them their cars would stop if they ran 
out of Chevron Supreme, promised that Chevron 
Supreme would enable cars to run backward as well 
as forward. 

Silly? Yes, in the light of conventional ad pitches. 
But unusual enough to grab attention. As one 
writer put it, motorists “laughed all the way up to 
the pumps.” Articles began appearing in consumer 
and trade press. Letters came in, two from people 
actually named Hy Finn. Customers threw Hy 
Finn lines at Caloil station men. Suggestions for 

- punch lines began flowing in. 

Caloil decided Hy was valuable enough to use in 
the second phase of its changeover (NPN—June 
°59, p85), involving sign switches at 2,300 stations 
from Maine to Virginia. 

Caloil used a gimmick to spur its campaign— 
a huge red bag. As crews sweated to erect 2,300 
Chevron signs in 30 days, each new sign was 
covered with a bag. The bags carried the words, 
“What’s come over our Calso sign?” Hy Finn used 


A, 





gas tank. 

And remember: in every gallon 

of Chevron Supreme there are 

four quarts! 

This stuff is great. They 

oughta advertise it. 

| like Chevron Supreme so much 

. .. | bought an extra car. 

| like the top performance | get with Chevron 
Supreme gasoline. My wife likes the color. 
Chevron Supreme will not leave gummy de- 
posits in your glove compartment. 

If your dealer doesn’t have Chevron Supreme 
. « « you're in the wrong station. 

Chevron Supreme makes new cars run like 
new Cars, 

You'll like Chevron Supreme so much... 
you'll wish you had a bigger gas tank. 

A tankful of Chevron Supreme Gasoline will 
last for years . . . if you don’t drive. 
Remember: to really appreciate Chevron Su- 
preme . . . you need a car! 

Every person buying Chevron Supreme Gaso- 
line should be accompanied by a car. 
Chevron Supreme is a gasoline’s gasoline. 
Chevron Supreme is a... uh... supreme 
gasoline. 








L IN 
SUPREME SUPREME 


GASOLINE GASOLINE 


coast to coast. Calse stations are now Chevron stations!” 
Hy Finn: “Humph. Wonder what they’re going to do with 
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all those old Calso signs?” Hy’s question inspired answers 
from hundreds of viewers as well as the press. 
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the same line in a teaser series on radio and TV. 


On unveiling day, all the bags came off. Said 
Hy Finn realistically, “I wonder what they’re going 
to do with all the old Calso signs?” Subsequent 
punch lines continued to milk the gimmick. 


Measuring Impact—A month after the unveiling, 
survey teams stepped in to gauge reaction. Mar- 
keting Impact Research conducted telephone and 
personal interviews in Maine and New Jersey. Re- 
call figures were high. The Chevron sign (with name 
hidden) was correctly identified by 81% of those 
tested in Maine, and by 83% of the New Jerseyites. 
When interviewees were asked which gasoline they 
would buy, the Chevron brand racked up 78% in 
Maine, 67% in New Jersey. 


In July, 1959, Television Magazine ran a study 
of TV commercial recall in New York City. Chev- 
ron ranked all other oil companies with a score of 


24%. 
shicid cleaned, your of checked, your radiator checked. Do won get that lund of service? CHEVRON cus 


More concrete results? Chevron showed an im- seas di datiiieth cack sia ciice ecuiinsgtin CNiWItin Arigicesitigaiaas alata ake 
mediate gallonage increase over Cals 0 even be- super-premiam). plus famous RPM Motor Oils, And they don't reaity have te travel very far for them. 


lan't there a CHEVIION Station near vow? Lank and se, 


fore the red bags were removed from the new rs, the sign of the CHEVRON Mw uv take better care of your car 
signs. One survey showed Caloil’s rate of gallonage ss wnctilieoncneias 


increase had quadrupled. 


Caloil reached some definite conclusions. The 
campaign, they felt, indicated that “small-budget 
advertisers can lick the big fellows if they focus 
their impact, concentrate their effort.” 


So Hy Finn still plugs the benefits of Chevron WHATS COME 
Supreme in his own fashion. He’s doing it on tele- OVER OUR 





1 for! Take just thee items, Gettag your wind- 


Service is played up again in Saturday Evening Post ad 


vision primarily, via 60-second spots. Second in ‘ 
importance are full-page color ads in the Saturday CALSO SIGN 
Evening Post. Neither newspaper nor radio is re- 

garded as a primary medium for Hy Finn. But 

Caloil makes newspaper mats and radio spots 

available to dealers on a co-op basis. 





How Influential—Assuming continued popu- 
larity, will Hy Finn swing oil advertising away 
from its traditional course? At least one other 
major, Shell Oil, has already shifted to a humorous 
pitch in its outdoor ads (NPN—May ’59, p139). 
Others are reportedly working up similar cam- 
paigns. 

But Hy has his critics, too. Many ask whether 
an ad that entertains really sells as well. Caloil 
feels it can, just as Piel Bros.’ beer-hawking car- 
toon characters, Bert and Harry, have done in the 
brewing industry. Ll 

A survey by Television Age, a trade publication, , Where you see the new 
offers these results of a Pulse check of TV viewers: as . | CHEVRON sign, drive in 

@ 82.4% enjoyed humorous commercials. _ for CHEVRON SUPREME! 

@ 55.4% felt humorous commercials told them From Maan t Vinge th CHEMIN ign se 


marks the stop for CHEW HON Supreme Gasdine 


the most about the product. 4 som ire 
@ 53.4% reported that they purchased the prod- : eat eee 

ucts in humorous commercials. ' 
@ 55.6% said enjoyment added to their desire 

to buy the product. oi ee 
But further indications of the value of irreverence one RO BUENA ISPS 


in advertising will come when—and if—other oil Teaser campaign calls atten- Dealers use newspaper mats 
companies decide to try it. Ld tion to new Chevron signs on a cooperative basis 
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Now Available in 


One Reprint... 


NPN’s exclusive series of reports 
on new forces in oil marketing .. . 
A must for oil marketers getting 
ready for keener competition in the 
1960’s...Tells how to meet invasion 
by food and discount chains, how to 
sharpen your marketing edge. 


Single copies. .$1 each Up to 50...70¢ each 
Up to 10 90¢ each Up to 100. 60¢ each 
Up to 25 80¢ each Up. to 200. 50¢ each 
Please write for quotations on orders over 200 


NPN 


o O1l MARKETING 


EXCLUSIVE REPORTS 
ON COMPETITION 


1960. 
‘ex 


to cash gesolene markets 


How the DISCOUNT CHAINS 
ore expanding thew lines 


How ON MARKETERS con meet 
ths new competition 


Full details on the hottest 
development in retoriing tudey 


NEW FORCES IN MARKETING: 
HOW THEY AFFECT YOU 


A MCGRAW-HILL PUBLICATION 


Don’t overlook these useful NPN reprints, either... 


@ Oil's Role in Modern History—A handsome 22”x 
1642” chart tracing the industry’s development from 
1859 to 1959, along with concurrent events in business, 
war, politics, sports, public affairs. Reprint R16 


e What’s Hot in Oil Heat—An information-packed 
report that brings you up to date on the hottest, most 
successful sales-builders in oil heat today. 16 pages 
—$1. Reprint R17 


e How to Figure Gas vs. Oil Cost—A simple and lucid 
explanation of how to figure whether natural gas or 
oil is cheaper in your area. A vital sales tool. 2 pages 
—25¢. Reprint R15 


@ Quick History of Oil Marketing—Indispensable train- 
ing aid for new employes and a valuable refresher for 
old ones. Useful for public relations programs or 
special presentation. Easy to read, lavishly illustrated. 
24 pages—$1. Reprint R14 


e What New Refining Trends Mean—lInvaluable for 
non-technical oil men. Explains terms and processes, 
tells how new developments affect marketing. Another 
key training aid. 12 pages—75¢. Reprint R12 


January, 1960 * NATIONAL PETROLEUM NEWS 


e Tuneup—tTells you how your dealers can build 
profits with tuneup, what equipment they need, what 
it costs, who should and shouldn’t do tuneup. Be sure 
you read this if your dealers are interested in tuneup 
work. 12 pages—75¢. Reprint R11 


e Nine Ways to Outsell Gas Heat—All the ammunition 
heating oil men need to strike back at their toughest 
competitor. 4 pages—25¢. Reprint R10 


e How to Sell Your City Council on a Permit—A step- 
by-step plan showing how to use available local statistics 
to prove stations are safe. 4 pages—25¢. Reprint R9 


e Trading Stamps—How to fight them, how to manage 
them, when dealers should use them. Most comprehen- 
sive study of its kind. 12 pages—75¢. Reprint R6 


e Want Your Salesmen to Move More TBA?—They 
will if they follow this sure-fire four-step program. 6 
pages—50¢. Reprint R4 


Please order reprints by number. Prices quoted 
are for single copies; quotations for bulk 
orders available on request. Write Reader 
Service Dept., National Petroleum News, 330 
W. 42 St., New York 36. 
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Illustrated with a four-color 
sketch of a service station, Mo- 
bil’s new plastic credit card has 
been mailed to 4-million card 
holders for use this year. 


Holland, Mich., dealers have 
pooled their advertising budgets 
to sponsor radio broadcasts of 
local high-school football games. 
Eight dealers paid $155 each to 
cover nine game series. So far 
they’ve reported a collective gal- 
lonage increase of 3,500, plus 
higher TBA sales. 


Public demonstrations of the 
correct method of antifreeze in- 
stallation are being given by 
Prestone in 16 cities. The idea 
is to deter the amateur from try- 
ing to do his own winterizing 
by demonstrating the complex 
changeover. 


American Home _ magazine 
says 54% of all car owners have 
credit cards. Of these, 81% use 
it regularly. The survey was 
based on 1,793 replies. 


>Humble Oil will repeat its 
camera coupon promotion this 
year. The 1959 program turned 
over 9,000 cameras, convinced 
company that the promotion was 
a good one. 


“Trading stamps are costly 
and can’t do their intended job 
unless they're offered to each 
and every customer who makes 
a purchase,” says Coyle Briggs, 
president of Standard Stations 
(about one-third of them use 
stamps). 


Maryland Petroleum Associa- 
tion has planted 100 flowering 
trees along the Free State high- 
way. Planted to commemorate 
oil’s centennial, each tree repre- 
sents a year of oil-industry prog- 
ress. 


PSpeedway Petroleum will spon- 
sor four nightly television shows 
in addition to the Sunday after- 
noon football games of the De- 
troit Lions. 


PEsso Research and Engineer- 
ing made a strong public-rela- 
tions pitch out of the opening of 
the new  675-acre Florham 
Park, N.J., center. A miniature 
“world’s fair” plugged the inter- 
national aspects of the company. 
Exhibits, borrowed from tourist 
agencies, included replicas of the 
British crown jewels, Japanese 
dolls, Swedish crystal — and, of 
course, refinery models. 


Skelly’s “profit scout” program 
is upgrading service. A dealer 
gets a cash bonus for checking 
key areas on a “rigged” car. He 
gets $2 if he checks windshield 
wipers, $10 if he checks the 
crankcase drain plug. 


P Offers to convert inefficient 
oil-heating equipment “at cost” 
are the latest Esso sales-boosters. 
Company believes that increased 
efficiency of equipment “actually 
adds about 2¢ or 3¢ to the value 
of the heating oil.” 


>The Television Bureau of Ad- 
vertising reports that, when the 
figures are in, Sun Oil will have 
spent well over $2-million for 
TV advertising in 1959. In 1958 
Sun spent $1,769,580 on TV 
ads; the year earlier it had spent 
only $80,000. The jump is at- 
tributed to Sun’s blending-pump 
promotion. 


PDeciding factors in Advertis- 
ing Age Magazine’s selection of 
1959’s 10 top TV commercials 
were sales impact and memora- 
bility. Esso took honors for its 
“strong case for the international 
aspects of a blue-chip brand.” 
The winning commercial was the 
one in which the company talks 
of compact-car experience gained 
through servicing sports cars. 


»Newspaper ads that feature a 
reader quiz are Shell Oil’s con- 
tribution to the highway-safety 
campaign. Each of the six ads 
in the series illustrates a differ- 
ent traffic situation, challenging 
the reader to spot 10 hazards. 
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Write for FACTS 
ABOUT SERIES 
4800 MARKETORS... 


GB OW S$ E R iN C. 


MARKETING DINMIASTON, FORT WAYNE, INDIANA 





More light power with lower costs 


NEOonw PFPHROoYpie crs 
INCORPORATED 


Z.izma A, Ohio U.S.A. 


Originators of 
PLASTILUX® Signs 


We operate ______ filling stations. Please have 


a Signvertising Engineer call. 


NAME__ 

Re i ciiieipncihdceesdiirehchinseipsiligieteiael 
Fg _ | GEREN AIE tetany ee Ti 
i eg, ECO ER 

CITY 


90 
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For years NPI has served the varied 
needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
with years of trouble-free use built into 
them has been met. In addition, the ca- 
pacity to deliver on schedule, without 
fail, has established NPI as the most 
reliable supplier of illuminated filling 
station signs. 


The services of a Signvertising® Engi- 
neer to help you modernize your entire 
sign program are available with no obli- 
gation. Just use the coupon at the left. 


WRITE TODAY — Use this coupon to*get 
the services of a Signvertising’ 
No obligation. 


Engineer. 
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Lubrication 


S-S 48 S-S 49 S-S 50 S-S 51 S-S 52 S-S 53 S-S 54 S-S 55 S-S 56 S-S 57 S-S 58 S-S 59 


NPN’s Semiannual Survey Shows .. . 





Oil Ratios Are Still Dropping 


ERVICE STATION motor-oil ratios are still on 

the skids, despite increased industry attention 
to the problem (NPN — Nov. p90). NPN’s survey 
of oil ratios during the last spring-summer period 
shows a national service-station average of 0.96, 
down 10 points from last year’s corresponding 
figure of 1.06. 

The 1958-59 fall-winter ratio hit an all-time low 
of 0.92, but no spring-summer ratio has ever been 
lower than 1.06. Two years ago the spring-summer 
ratio was 1.10. A pattern of over-all decline has 
been evident ever since NPN began measuring 
ratios 12 years ago. 

‘NPN’s motor-oil ratio shows the number of gal- 
lons of motor oil sold at stations per 100 gal. 
gasoline. Put another way, a ratio of 0.96 is equiv- 
alent to one gal. of motor oil sold per 104.2 gal. 
gasoline. 

Ratio figures are based on reports from 24 key 
marketers selling motor oil, not on total sales 
figures. Each company ratio is weighted by gaso- 
line volume. The 24 reporting companies make up 
43 geographical units in five Petroleum Adminis- 
tration for Defense (PAD) districts (see map). 

Here’s the district-by-district picture: 

% 
PAD District 1957 1958 1959 Decline 
1 (East Coast) 1.08 1.07 0.99 7 
2 (Midwest) 1.10 1.07 0.96 10 
3 (S.W.—Gulf Coast) 1.17 1.15 0.96 17 
4 (Rockies) 1.14 1.09 1.03 


5 (West Coast) 1.09 0.96 0.91 
U.S. Average 1.10 1.06 0.96 


For the spring-summer period, 18 marketing 
units reported ratios lower than 1.00. The year 
before, only 13 were that low. In 1957 there were 
10; in 1956, only one. Of the 43 marketing units, 
36 showed ratios lower than last year; six showed 
gains and one remained the same. 
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Greatest single decrease for any reporting unit 
was 13 points, registered by two companies. 

What’s the Cause?—Again, the big factor in the 
sagging ratio picture is increased mileage between 
crankcase drains. New API recommendations (NPN 
—June p85) are designed to check ballooning re- 
commendations by car manufacturers, but naturally 
the effects haven’t started to show up so soon. 

NPN projections show the average motorist 
drove 3,181 miles between changes in the 1959 
spring-summer period, up from 2,906 last year. 
The average number of oil changes over the six- 
month interval dropped to 1.68, from 1.72 the 
year before. 

What It Means—NPN’s current survey shows 
that the industry has a real job on its hands as 
it attempts to bring oil sales up where they ought 
to be. Increases in total car population are propping 
up total oil consumption, but per-car sales declines 
mean a tremendous continuing loss in potential 
volume. 


Petroleum Administration for Defense Districts 


For breakdowns of this year’s ratios and 
those of past years, please turn page > 
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Here's What's Happening fo Moftor-Oil Ratios 


1. Motor Oil Ratios for All Stations by Marketing Units 2. Breakdown of Marketing 
Units Reporting both Over-All 
(Figs. in %) and Station Only Ratios* 


(Figs. in %) 


Season Dist. Dist. 
2 


1.41 
1.47 
1.43 


ce ; 1.36 
F-W 1953-54 ‘ 1.30 


S-S 1954 i 1.32 
F-W 1954-55 S 1.27 
S-S 1955 1.30 
F-W 1955-56 A 1.20 
S-S 1956 . 1.24 
F-W 1956-57 J 1.13 
S-S 1957 F 1.10 
F-W 1957-58 . 0.90 
S-S 1958 : 1.07 
F-W 1958-59 é 0.98 
S-S 1959 3 0.96 


PAD 
5 U.S. Dist. Season Over-All 


= 


1.32 
138 1 F-W 1954-55 .... 1.11 


1.29 S-S 1955 1.28 
136 F-W 1955-56 .... 0.98 
121 S-S 1956 1.18 
1.26 F-W 1956-57 .... 1.05 
122 SS 19357 isc. eee 
127 F-W 1957-58 .... 

1.10 RM is 4 viaare 2 
1.23 F-W 1958-59 .... 

1.08 S-S 1959 


1.10 
0.96 F-W 1954-55 .... 
1.06 S-S 1955 ; 
0.92 F-W 1955-56 .... 
0.96 a De ag SES 
F-W 1956-57 .... 
S-S 1957 . 
F-W 1957-58 .... 
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3. Breakdown by Individual Consumption 


peeene ae F-W 1954-55 .... 
vg. Qt. Avg. No. S-S 1955 . 
Avg. Qt. vg. % 5 . . Ot. 5 > 4 
Avg. Qt. Avg. Mi. ,Avg.Gal. Avg.gt. Makeup QiiChgs. Ave, Gal, FW 195556 | 
Car Per CarPer CarPer Car Per Per Per Between Sold Per S-S 1956 .. 
Year Season Season Season Season Season Season Changes Gas. Oil F-W 1956-57 ... 
F-W '53-'54.... 16.16 4,674 333.9 11.31 4.85 2.22 2,105 82.6 4 tig EA hire 
18.17 5,453 340.8 12.03 5.15 2.41 2,263 75.1 S-S 1958 
15.55 4,462 318.7 10.89 4.66 2.18 2,047 81.2 F-W 1958-59 
17.03 5,030 335.3 11.92 5.11 2.38 2,113 18.7 S-S 1959 
11.59 3,952 263.5 8.11 3.48 1.62 2,440 90.9 
16.49 5,027 335.1 11.54 4.95 2.31 2,176 81.3 
12.63 4,384 292.3 8.84 3.79 1.73 2,534 92.5 F-W 1954-55 .... 
14.43 4,920 328.0 10.10 4.33 2.06 2,388 90.9 S-S 1955 . 
11.56 4,366 291.1 8.09 3.47 1.37 3,075 104.1 F-W 1955-56 .... 
13.99 4,998 329.9 9.79 4.20 1.72 2,906 94.3 S-S 1956 ........ 
10.72 4,373 291.5 750 3.22 1.32 3,313 1088 F-W 1956-57 .... 
5,344 356.3 9.58 4.10 1.08 3,181 104.2 SS 1957 ........ 
F-W 1957-58 .... 
Data reflect buying pattern as indicated by service station oil ratio data only. S-S 1958 
F-W 1958-59 .... 
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F-W 1954-55 .... 

4. Station Oil Sales Ratios for Spring-Summer Periods SS 1955 
F-W 1955-56 .... 

S-S 1956 
F-W 1956-57 .... 

: S-S 1957 
(Figs. in %) F-W 1957-58 .... 

; S-S 1958 
1.08 F-W 1958-59 .... 
1.09 
0.92 
0.85 
0.83 


Com- 

panies 

e- 

PAD port- 
Dist. ing Year 


aocwnowvs 


F-W 1954-55 .... 
S-S 1955 
F-W 1955-56 .... 
1.22 S-S 1956 
1.28 F-W 1956-57 .... 
1.19 S-S 1957 
0.95 F-W 1957-58 .... 
0.92 S-S 1958 
0.86 F-W 1958-59 .... 
S-S 1959 
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1954 
1955 
1956 
1957 
1958 
1959 


1.17 

1.08 

1.01 * Includes only those companies reporting 
0.99 separate service station only ratios and ratios 
0.70 through all retail outlets, such as stations, 
0.57 garages, car dealers, chain stores, etc. 
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LC M-7-N-X METER GIVES YOU ALL THESE FEATURES © 


Top Accuracy: The M-7-N-X meter assembly has an air-actuated check valve to prevent air from 
affecting meter accuracy and an air eliminator to remove air from the system. Meets the require- 
ments of the ‘Split Compartment’’ Test for all high-speed fuel oil delivery tank trucks. 

Fastest Possible Flow Rate: Discharge flow may be triggered from full throttle to trickle without 
adjusting the check valve or regulating truck engine speed. M-7-N-X is completely independent of 
pump pressure, pump efficiency, and discharge rate. Even the diameter of the fill pipe and size 
of vents do not affect meter’s performance. 

Economical Installation: M-7-N-X is an integral unit requiring no external piping or connections. 
Installation cost is low. 

Rock-bottom Maintenance: Complete elimination of air by the M-7-N-X assures efficient bump per- 
formance at lower pressures. Equipment is not unnecessarily burdened—maintenance is minimized. 
PERFORMANCE GUARANTEED! Order a new Liquid Controls M-7-N-X Meter Assembly to- 
day. Test it. Compare it with any other fuel oil meter. We guarantee its performance to be as stated. 


@The M-7-N-X Meter Assembly s of a 100 GPM meter, pre-set, printer, 
counter, pre-set valve, strainer, a li tor, ¢ r-actuated check-valve. Specifi- 
cation sheet available on request 


LIQUID CONTROLS CORPORATION 


Commonwealth Avenue, North Chicago, Illinois 


C 0 N TR 0 L $ LC Meters...engineered for precision measuring of petroleum and commercial liquids 
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FREE: 

photos of 

existing types— 
variety of floor plans. 


No obligation. 


WRITE TODAY 








Sales go up...maintenance costs go down... when you 


present your merchandise in a showcase like this. 


LUSTERLITE Porcelain Enameled Service Stations dis- 
play your company trade marks and products smartly, 
proudly, distinctively. LUSTERLITE Buildings are bright 
and clean—and they stay that way without heavy 
maintenance costs. All building surfaces are finished 
in lifetime porcelain enamel. 

Remember: Your stations are your only personal, 
permanent contact with your customers. Make them 
true showcases for your product—now, and for years 
to come...in present locations, or moved as traffic pat- 


terns shift. Your own designs, faithfully executed in 


LUSTERLITE 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS ¢ 


A DIVISION OF THE EAGLE-PICHER COMPANY 


Read How The New 


Financing Plan Can... 


~-eHelp you buy it! 
-»eHelp you build it! 


->eHelp you find a place to put it! 


When you sign with Skelly, 
you get all 6 of these 
important advantages: 


1. Advice and counsel of experienced real estate men. 


2 Experienced technical help in preparing ground plans for 
* construction of a new station or remodeling an older 
station. 


3. Assistance in arranging for financing. 


4 Increased sales and profits because new, modern facilities 
* attract the motoring public. 


5 A better class of operators because the up-to-date service 
* station and facilities help attract and keep the kind of 
men you want. 


6 An estate that you can lease for income when you retire, 
* or sell outright at a good price if you prefer a lump sum 
of cash. 


SKELLY OIL COMPANY 


Tulsa, Oklahoma 
Marketing Headquarters, Kansas City 41, Mo. 





Division Offices: Aberdeen ® Chicago ® Dallas ® Denver ® Des Moines ® Kansas City © Omaha ® St. Louis ® St. Paul © Tulsa © Wichita 
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PEERLESS® RUBBER BATTERY SEPARATORS 





S 


These microporous rubber separators outlast all As a result, Peerless guards against premature 
parts of the battery. Peerless protects a battery battery failure, saves you the nuisance of batteries 
against hot weather, enables it to deliver 10% more being returned for adjustment, saves clerical and 
power and 20% more cranking speed in frigid accounting time, increases your profit per unit. 
weather. It gives full protection to the plates. Peerless Separators mean full battery life. 


Mechanical Goods Division 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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Financial Backing for Dealers 


Ince Oil Co., West Texas jobber, offers dealers 100% backing to help 
them get going. Turnover is virtually gone, and selling is superior 


WO YEARS AGO Ince Oil Co. of Lubbock, Tex., 

after years of operating its service stations 
direct, started switching them to dealer-type outlets 
by offering 100% financial backing to its station 
managers. 

As a result of this and some sharp merchandising 
stunts, this 23-year-old West Texas jobbing firm 
can now report: 

e@ An increase in its light-oil dollar sales vol- 
ume of about $33,500 per month, despite pro- 
longed price wars in the Lubbock area during 
much of 1958 and 1959. 


e TBA sales volume that has skyrocketed from 
about $60,000 per year in 1955 to around $700,- 
000 per year. 

e@ Loss of only $176 on loans acquired for 
dealers. 

e@ Practically no dealer turnover. 


How Stations Were Converted 


When Earl Ince Jr., president of Ince Oil, 
launched his station-operator conversion program 
in 1958, he did so with some reluctance. 

Ince Oil had operated its retail properties on a 
direct salary-commission basis since Earl Sr. 
founded it in 1936. It had found this the best 
system for keeping top personnel and putting into 
practice Ince’s ideas of how to operate stations. 

But the costs of social security, workmen’s com- 
pensation, and other such programs involved in 
direct operations finally became too much of a 
burden. 

“We realized also,” says Earl Jr., “that there is 
added incentive when a man is working for himself, 
building up his own business. Our trouble had 
been in finding qualified men, however, with the 
necessary capital investment. The better operators 
were those without capital, so until 1958 we oper- 
ated direct.” 

To get that added incentive, keep its top per- 
sonnel, and still have a voice in how its stations 
operate, Ince decided to offer financial backing. 

Ince’s financial-aid plan works this way: 

A manager is put in a direct station on a salary- 
commission basis. When the station’s business 
reaches a certain level, Ince offers to lease the 
station to the manager. That level is usually about 
20,000 gal. per month without wash and grease 
facilities, 15,000 gal. with, or whenever “we figure 
he can make it on his own.” 


January, 1960 * NATIONAL PETROLEUM NEWS 


Earl Ince (left) founded the company in °36. It had 
salaried dealers 22 years. Earl Jr. helped switch to leases 
in °58. 


If the manager wants to lease the station (most 
do), he is sent to a Lubbock bank to get a loan of 
the $5,000 to $6,000 inventory investment needed. 
Ince guarantees that the note will be paid off. 

Until this note is retired, it makes it possible 
for Ince to get that “added incentive” and still 
keep close control on individual station operations. 

To retire the bank note, Ince collects so much 
per gallon on deliveries made to the new dealer. 
The company, in turn, makes payments direct to 
the bank. This assures that the note is being paid. 

Ince stocks the dealer’s station with merchandise 
paid for out of the money loaned him by the bank. 
Then, as long as the note is outstanding, Ince 
inventories the dealer’s stock weekly and replaces 
merchandise to bring his inventory back up to the 
original level. 

For $25 a month, Ince keeps the dealer’s books, 
pays his social-security taxes, gives him a profit 
and loss statement each month. 

This helps both the dealer and Ince. If the 
dealer starts getting in trouble, it’s quickly spotted. 
Ince can also compare the operations of its various 
stations and determine which ones are living up 
to their potential and which ones aren’t. 

Under contract, Ince’s new dealers can’t give 
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‘We’ve only had three loans we _ ad to take over. We had 


a loss of $176 on one and no loss on the other two’ 


(Begins on page 97) 
credit on their own. Sales must be made either on 
Ince’s own or other credit cards or for cash. 

The new dealer also must get written permission 
from Ince to buy equipment or anything else. This 
assures Ince that stations still on “loan notes” will 
buy Ince merchandise only. Ince believes that the 
bank note it has guaranteed makes this legal. 

This provision is very important. It means Ince 
dealers must buy their TBA and other needs from 
Ince until the notes are retired. 

The dealer must furnish Ince daily and weekly 
reports so monthly profit-and-loss statements can 
be prepared. He must also inventory his stock 
every month and furnish Ince a copy. 

Ince can cancel a contract on 48 hours’ notice. 
Upon cancellation Ince must buy the dealer’s stock 
back “at the prevailing price.” Equipment is pur- 
chased at the price the dealer paid, less 10% per 
year depreciation. 

This money is then used to retire the bank loan. 
If there is a balance left after the dealer’s note is 
retired, it goes to the dealer. 


“We’ve only had three we had to go back and 
take over,” says Ince. “We had a loss of $176 
on one and no loss on the other two.” 


The Ince companies (a corporate setup owned 
or controlled by the Ince family) own or control 39 
stations in West Texas and New Mexico. They 
supply two more open accounts. Of the 39, some 
29 are now being operated by dealers put into 
business with 100% loans. 

When the loans are paid off, the dealers be- 
come independent lessees in fact as well as in 
name, It would seem that Ince would then lose 
some control over them. 

Ince believes, however, that once a dealer sees 
the value of Ince keeping his books, furnishing 
him with profit and loss statements, and perform- 
ing similar functions, he will continue on such a 
system. 

Ince reports that all stations have shown volume 
increases immediately following a manager’s con- 
version to dealer status. “He just does a much 
better job of selling when he knows he’s building 
up a business for himself,” Ince says. 


How Ince Builds TBA Volume 


The systematic restocking accomplished under 
Ince’s financial-aid program accounts in part for 
the tremendous TBA volume the company has 
built up since 1957. 

Ince started out handling batteries and a few 
small items. Tires were added in 1957. Now 
through TBA Inc., Ince wholesales three lines of 


Ince Oil is a family affair. Left to right, Carl N. Ince, 
advertising and sales manager; Earl Jr., president; Clendon 
Kerr (brother-in-law), manager retail outlet; Jerry C. Ince, 
bookkeeping; David C. Ince, manager tire department 


tires (Kelly, Goodyear and Mansfield) plus some 
50 other items. In addition, there’s a $30,000 
recapping plant, built in late 1958. 

Of total TBA sales, about 75% moves through 
Ince stations. The remaining 25% is sold to other 
stations, garages, and establishments. 


TBA Inc.’s warehouse also acts as a supply 
point for other jobbers. This nets the company 
about $500 a month. 

Earl Ince Jr., believes TBA is a must for a 
jobber for two reasons: 


e If your dealers are supplied with all their 
needs, “it keeps competitors away from them.” 

e@ The investment in station properties is such 
today that “you have to put all the merchandise 
through them you can. It’s difficult to get enough 
rent to justify a station investment.” 

Ince goes in for lots of contests and monthly 
dinner sales meetings to keep dealers eager to sell 
TBA. It backs these up with occasional coopera- 
tive advertising. 

At the monthly meetings, attendance is good 
(35-40) “because we sort of insist on their being 
there,” says Ince. The meetings last about two 
hours. Supplier people give product information. 
New contests and results of old ones are an- 
nounced. Ince pays the tab, about $1.50 per head. 

Promoting Service—Ince Oil usually has a con- 
test going at all times. 

The company hired college boys recently to 
drive around to its stations in a beat-up jalopy 
borrowed from a used-car lot. The car had old 
seat covers, old tires, a fan belt purposely sawed 
almost in half, and other such ailments screaming 
for a good TBA salesman. 


Ince told dealers about this “mystery car.” If 
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MORE LIGHT where you want it.. 
at 4% the usual operating cost 


a | 


NEW Whe DCR 


DEDICATED TO QUALITY & SERVICE 


// 
Ref a Pee 


Cube see 


AS MUCH LIGHT FROM 2 LAMP FIXTURES AS 
4 LAMPS IN OTHER FIXTURES! 


NEW AMAZINGLY EFFICIENT ALZAC MIRROR FINISH PARABOLIC 
REFLECTOR! 


CONTINUOUS BRILLIANT LIGHT DISTRIBUTION UP TO 55 FEET! 


EASILY ADJUSTED MOUNTING BRACKET FOCUSES LIGHT EXACTLY 
WHERE NEEDED! 


PRACTICALLY NO WASTED LIGHT SPILLAGE TO SIDES OR BACK! 
LONG-LIFE AIR COOLED BALLAST! 

DURABLE RUSTPROOF ALUMINUM CONSTRUCTION! 

PROTECTED WITH CHIP-PROOF BAKED-ON EXTERIOR ENAMEL! 
WEATHERPROOF HINGED ALUMINUM DOORS WITH LUCITE LENS! 
SIMPLE TO INSTALL—EASY TO MAINTAIN! 

LOW FIRST COST—LOWER OPERATING COST! 

ORDERS FILLED SAME DAY RECEIVED! 


NE, MME eee ene ti 


See the GIANT IMAGES of DCR’s two tubes magnified to width of its reflector 
(23 inches). Every beam is focused forward exactly where you want it. 


That’s 


BRANCH 


what gives DCR such terrific PUNCH and ECONOMY! 


WHITEWAY MFG. CO., 1736 Dreman Ave., Cincinnati 23, Ohio 


CHICAGO, ILL., WABASH 2-4048 ¢ CINCINNATI, 0., BRAMBLE 1-2760 ¢ MOUNTAIN LAKES, N. J., 

DEERFIELD 4-2566 ¢ KANSAS CITY, MO., JACKSON 3-1544 @ TULSA, OKLA., LUTHER 5-5955 e 

SAN JOSE, CALIF., ESSEX 7-0308 ¢ DENVER, COLO., TABER 5-7205 ¢ FT. LAUDERDALE, FLA., 
OFFICES: JACKSON 3-4090 ¢ DETROIT, MICH., VERMONT 5-8696 ¢ CLEVELAND, O., MAIN 1-7151. 
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(Begins on page 97) 
it came on their driveways, they got points for 
trying to sell its “owner” various TBA items. 
The gimmick, of course, was that the dealers 
didn’t know which car this “mystery” one might 
be. The aim was to get them to try and sell all. 
The college boys hired were given forms to fill 
out, not only on what the station personnel tried 
to sell him but also on what kind of service they 
received at each station. 


One station operator thought he had caught 
the “mystery car” four times. Another thought he 
spotted the car, sold two tires and a set of seat 
covers. Ince’s TBA sales zoomed. 


This program ran for three months. The “mys- 
tery cars” and their drivers were switched fre- 
quently. 

Then, at the monthly meetings, Ince personnel 
took the reports from the mystery drivers, and 
without revealing stations or names, told about 
the service received. These hit home, improving 
over-all service at the company’s stations. 


Reports of poor service helped in their own 
way. One “mystery driver” mentioned pulling onto 
the driveway and telling the station operator his 
car was running hot. The operator, standing in 
his station door, just shouted “there’s the water, 
Bub, help yourself.” 

The dealers with the top points at the end of 
each month were given small prizes (like clock 
radios, electric skillets) for first, second and third. 

Warehousing—Ince’s warehouse acts as a ship- 
ping point for some TBA items to other jobbers. 
Thus Ince carries $50,000 to $75,000 of TBA 
inventory. Much of this is on consignment, with 
Ince owning about $35,000 or slightly more. 

The company sells a lot of lubricating oil, about 
350,000 gal. per year. All brands are sold (again, 
Ince does this largely to keep others from calling 


on its dealers), and oils are sometimes tied into 
the sales contests. However, about 40% of Ince’s 
total volume is sold to farm accounts. 


Organization: A Family Affair 

Ince Oil Co. is a real family affair. 

Earl Ince Sr. is the father of 10 children, and 
most of them are now working either directly or 
indirectly in the business. The girls aren’t in it, 
for instance, but their husbands are. 

Several different companies have been set up. 
Earl Ince Jr. seems to be the flock’s main leader. 

Ince is also a multibrand jobber, doing about 
1-million gal. per month now. Its branded light-oil 
sales include American Petrofina, Onyx, Cosden, 
Col-Tex, and a private brand, “Zeppo.” The 
Onyx and Col-Tex brands are now owned by 
Cosden. 


Recently Ince established the Employes Finance 
Co. Stock is sold to employes in blocks of 10 for 
$100. Employes can purchase stock “on easy 
terms.” 


This finance company also handles the paper 
on TBA budget sales. It makes money and pro- 
vides Ince with the financing needed to sell tires on 
budget terms. 

There’s some thinking of enlarging this plan or 
a similar one so that, eventually, dealer loans can 
be financed. =z 
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Should Jobbers 


Fy ESTIMATED 1,500 jobbers today are han- 
dling both a major and a private brand of 
gasoline. That’s nearly twice as many as were 
dual-branding three years ago when NPN sur- 
veyed the field. Throw in a few dozen jobbers 
handling two or more major brands, and you’ve 
got the makings of a significant trend. 


For some, dual-branding is a way to buck 
up profits. For others, it’s just a new route to 
the aspirin bottle. Most suppliers are against 
the practice, but it’s gathering momentum. 

How It Works—You can dual-brand in a 
number of ways. Here are the most common: 

@ Set up a private-brand station operation 
outside your franchised territory. 

e@ Take on another supplier’s brand outside 
your franchised territory. 

e Convert controlled stations, doing mar- 
ginal business, into private-brand outlets. 

e Take on a second major brand in your 
area, Once you've reached saturation with your 
original brand. 

e Take on a “private” brand offered by 
your supplier (there are few of these—like Phil- 
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Almost 10% of jobbers now 
handle more than one 
gasoline brand. In today’s 
mixed-up markets, some say, 
a second brand is a must. 
Others say it's a mistake. 
Here's a rundown on both 
sides of a question affecting 
everyone in oil marketing 


Go Dual-Brand? 


lips’ “Paraland,” Humble’s “Arizona,” Ash- 
land’s “Blue Bell”—at present). 

What It Takes — Dual-branding is loaded 
with pitfalls. You can irritate your branded 
dealers and your supplier. You can hurt your 
branded operation. You can go broke. 

How do you pull it off? As a starter, you 
avoid a common error by setting up your dual 
operations as separate companies. This won't 
make your dealers and supplier love you, but 
it keeps you legal. You must also have ade- 
quate capital and facilities, and be sensitive 
to competitive conditions. Most of all you need 
a lot of managerial ability. 


“Running more than one business is jug- 
gling,” says a jobber who’s tried it. “How many 
balls can you keep in the air at one time?” 

“Dual-branding means thinking two different 
ways,” says another jobber. “The good privaie 
brander thinks volume, gives away the glasses, 
sells the shotguns. The major operator should 
think service, sell the full line. Too many job- 
bers don’t realize this until too late.” 

Why Do It?—Despite all this, present mar- 
keting conditions are fostering more and more 
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(Begins on page 101!) 
dual brand operations. Some causes: 


e Shrinking jobber profits. Many jobbers say 
major station-building and commercial-account 
competition is forcing them to look for new profit 
sources. High-volume, low-overhead, private-brand 
outlets seem to qualify. 

@ Private-brand successes. “We want our share 
of the price market, too,” says a dual-brand jobber. 
“Why give the private-branders the whole loaf when 
we can take a slice for ourselves?” 


e@ Attractive margins. Oversupply has made 
quantities of low-priced gasoline available at in- 
dependent refineries and through brokers. In some 
situations, the spread between geographic price 
bases and broker prices is “terrific,” as a Missouri 
jobber puts it. 

@ Major-company buyouts. “The big boys are 
going the private brand route too,” say jobbers, 
citing purchase of companies like Pate, Oklahoma, 
Gaseteria, Wisco, Western Oil & Fuel. 

e@ Need to expand. As a franchised distributor, 
a branded jobber may be blocked from expanding 


into adjacent territory if another jobber has that 
franchise, or if his supplier operates direct there. 
The only alternative is to move in with a different 
brand. 


e@ Saturation. A jobber may have gone as far 
as he can in his area with Brand A. Supplier B, in 
the same area on a direct basis, would like to pull 
out of direct marketing there but still wants rep- 
resentation. Supplier B approaches Jobber A with a 
consignment or direct jobber distribution deal. 


e Competitive problems. A station may not be 
paying out because of poor location or inadequate 
facilities. Or a good station in a high-traffic area 
may be getting hurt by hard private-brand com- 
petition. Answer: try a private brand yourself. 


e@ Supplier policy. While most suppliers don’t 
like dual jobber operations, a few favor them as 
outlets for a secondary brand marketed by the 
supplier. Recently, some suppliers have reportedly 
urged their jobbers to take on such brands. 

Finally, there are some jobbers who started as 


private branders and later adopted a major line. 
These jobbers often leave a few of their private- 





Virginia: ‘At one time we did well’ 


Wyatt Mapp has a Richfield jobbership in New- 
port News, with one station. Two more sell under 
the Far-Go label. He started dual-branding in 
1951, had five Far-Go stations by 1955. 

“At one time we did well,” says Mapp. “Now 
everybody has entered the market, and the whole 
thing’s gone to pot. Spur has a station in town 
that used to do 90,000 gal. a month. Now it 
does 30,000. When we started our unbranded 
operation, there were one or two unbrandeds in 
town. Now there are seven. The market has been 
flooded, and we’re almost out of it. Another fac- 
tor is the price war going on here for the past 
year. 

“Both my off-brand stations will not do much 
more than 120,000 gal. this year. My best one 
is down two-thirds in gallonage compared with 
1955. My major-brand station is down also. But 
the prices there are better for me, and my Rich- 
field operation is about 80% fuel oil anyway.” 

Says Mapp, “A small fellow would find it’s 
hard to get the capital for facilities to permit 
buying by the transport load. Bulk purchasing is 
the only way to make a go of private branding.” 


New York: ‘Different breed of cat’ 


“I went into private branding four years ago 
to stabilize the market,” says a big New York 
jobber. “My branded dealers know what I’m do- 
ing and they like the idea. They know they can 
live if the private-brands are within 2¢ of their 


posted price, and that’s the way I run my op- 
eration.” 

This jobber has only one station, doing about 
90,000 gal. a month. He says it hasn’t pulled 
any business from his branded outlet a block 
away: “The customer is a different breed of cat,” 
he says. 

Private-brand supply comes from the terminal 
of a major, not his supplier. The jobber has a 
supply agreement with a Gulf Coast refiner. The 
refiner, in its area, has an agreement to supply 
a major in the same area, along with an ex- 
change deal. When the jobber needs gasoline, 
he gets it on a refinery requisition from the nearby 
major terminal and hauls it in a common-carrier 
tank truck. He pays only Gulf Coast price—even 
though the distance between jobber and refiner 
is over a thousand miles. 


California: ‘Not the right thing’ 


Ray Burketta of San Francisco handles Wil- 
shire products through his Olympian Oil Co., 
and thinks of himself as essentially a single- 
brander. But he does sell a few private-brand 
stations. 

He doesn’t believe rebranding is “the right thing 
to do” because it leads to price wars. “The guy 
who sells on a rebrand deal is usually the sort of 
guy who has to be the lowest-priced salesman in 
town,” says Burketta. But he admits it could pay 
off. It gets rid of gasoline, builds gallonage. By 
the same token, it cuts margin. Would Burketta 
go into rebrand in a big way? “Well, I wouldn’t 
turn any business down,” he says. 
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brand outlets operating under the original brand 
names, 


Dual-Brand Problems—While the pros of dual- 
branding seem compelling, some of the cons are 
formidable. For instance: 


@ Antagonism. Your branded dealers may feel 
you’re siphoning gallons away from their stations, 
even if your private-brand stations are out of the 
immediate area. Your supplier may feel you can’t 
do an effective job for him if you have a private 
brand—or that you can’t be trusted with competi- 
tive secrets if you take on another major brand. 
Unless you're really good, your contract may be in 
jeopardy when it comes up for renewal. 


e@ Attrition. Private-branding used to be a lush 
market, but it’s not as lush as it was. There’s more 
private-brand competition now, for one thing. While 
private branders are still increasing their over-all 
market share, the pie is being divided more ways. 
On another front, powerful food chains and dis- 
count houses are getting set to move into the cut- 
price gasoline market (NPN—Oct. p141; Nov. 
p113; Dec. p109). All these factors tend to spread 


private-brand profits—and gallonage—thinner. 

@ Price pressure. In some areas, majors are 
pressing to narrow the price differential between 
major and private brands. In many markets, peren- 
nial price wars caused by oversupply hurt private- 
brand stations more than majors. In a deeply 
depressed market, motorists may favor the major- 
brand station if the differential isn’t great. 

Jobbers, of course, don’t get price protection on 
unbranded sales. And over the long run, private- 
branders’ buying positions will be weakened if the 
oversupply problem eases. 

@ Backlash effect. Jobbers who go into private- 
brand operations have found, in some cases, that 
they had to rob Peter to pay Paul. Adding to the 
dilution of the market by private brands, they 
found their branded sales weakening too. This cut 
profits, raised overhead, and left them no better 
off than they were before dual-branding. 


How Suppliers Look at Dual-Branding 


To some majors, it’s religion not to sell to dual- 
brand jobbers. Others don’t like the idea, but say 





Massachusetts: ‘Supplier turns the screws’ 


“Each year, my supplier turns the screws a lit- 
tle tighter to get us to give up the dual-brand 
operation,” says a jobber who has made conces- 
sions to meet his supplier’s objections. At one 
time, several branded stations had private-brand 
pumps. They’ve been removed and put in 100% 
private-brand outlets. 

This jobber still operates under one company 
(“You are not going to fool your supplier with 
two.”) All product comes from the major sup- 
plier; private-brand sales make up 32% of the 
jobber’s gasoline gallonage. 

Private-brand stations are located to compete 
with other private brands. To check branded 
dealers’ complaints, exceptional dealers are given 
private-brand stations to operate in addition to 
their regular outlets. A good dealer can make an 
extra $150-$200 a week under this system, says 
the jobber, but dealers must keep both operations 
up to snuff. The dual stations are generally within 
a few minutes’ ride of each other. 


Blue Ridge Oil Co. So are ten Smile stations. The 
rest are held under Smile Stations, Inc. Barringer 
says, “I wanted to set up a company for my 
children, but didn’t want to dilute the stock in 
Blue Ridge. So I formed a new company.” 


Barringer began developing his Smile chain 


four years ago. He says, “I had to hire a lot of 
know-how when I started working in a retail op- 
eration. The marketing methods are altogether 
different . 
problem is figuring out where to stop cutting 
price. 


. . The emphasis is on volume. The 


“There isn’t a great savings in a dual-brand 


operation. The bookkeeping setups are altogether 
different. Delivery systems are different. 


“A lot of the smaller jobbers are trying to dual- 


brand in the same area. I’m afraid they'll find 
that price-cutting keeps the major-brand dealers 
in an uproar.” 


Mississippi: ‘I wouldn't allow it’ 


Like most Mississippi jobbers, Ralph Pender- 


graft of Jackson doesn’t dual-brand. But, he says, 
“I’ve got a station out on the gulf coast highway 
that is a truck stop. I’ve got a 25-year lease on 
the place. The guy running the station wanted to 
put in some private-brand pumps. I told him I 
wouldn’t allow it. So he built a private-brand 
station with a crackerbox office, right next to the 
original one. It cut my Conoco station’s volume 
8,000 gal. a month. That’s what an unbranded 
operation does to the oil business.” 


(more case studies on next page) 


North Carolina: ‘Had to hire know-how’ 


Earl Barringer of Conover sells Atlantic prod- 
ucts in two western North Carolina counties. He 
owns six stations, leases 16. In other parts of 
western North Carolina, Barringer has 18 stations 
selling the “Smile” brand. He buys unbranded 
product from Delhi-Taylor Oil Corp., picks it up 
at the Coastal terminal at Charlotte, N.C. 

Barringer’s Atlantic stations are held under his 
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DUAL-BRANDING: 12 


General 


(Begins on page 101) 

they have to get rid of refinery output some way. 
Still others go for dual operations in certain areas 
just to get representation. 


What can majors do about dual-brand jobbers? 
Not much, but some try to protect themselves con- 
tractually. They can also point out pitfalls of dual- 
branding, as part of jobber education. 

Says one major executive, “We insist in our 
jobber contracts that all branded product be 
handled in branded trucks, sold at branded sta- 
tions and through branded pumps.” But this can’t 
keep a jobber from setting up a new company to 
handle another brand, major or private. 

Says an Esso Standard official, “We're building 
up our brand, station and company image all the 
time. It would be silly to dilute it with something 
that has no image at all. Of all our problems, dual 
brand operations are down at the bottom.” 

Most majors are death on jobbers who try to 
sell unbranded product as branded. But unquestion- 
ably, much of the gasoline that winds up in private- 
brand pumps starts out as branded. One major gets 
around the point by selling one of its jobbers 
through an intermediate purchasing company set 


up by the jobber. From that company the jobber’s 
purchases go either to his branded or unbranded 
operations. 

Majors who oppose dual-brand operations do so 
for at least five reasons: (1) They don’t feel the 
jobber can do as good a selling job with two or 
more brands; (2) they don’t want to be played off 
against another supplier, with margins used as a 
club; (3) They don’t want to contribute to price 
instability; (4) They don’t want to weaken brand 
acceptance; (5) They’re concerned about damaging 
morale of branded dealers, both the jobber’s and 
those served directly by the company. 

One major man sums it up this way: “We regard 
jobber operations as a marriage, and like most 
marriages it’s for the duration, through thick and 
thin. You want your wife to live with you, not 
anyone else. We would cancel a jobber who peddled 
our brand on one corner and used a different flag 
on another corner. It’s a question of ethics. Maybe 
if we’d gone into private-brand sales the way some 
majors have, we’d be bigger than we are now. But 
our main emphasis has always been on brands and 
brand acceptance. Private-brand operations are the 
breeding-ground of distress selling.” 





CASE STUDIES 


(Case studies begin on page 102) 
Ohio: ‘Delivery is more certain’ 


Campbell Oil Co. started as a Cities Service job- 
ber in Massilon many years ago. In 1955, Stand- 
ard of Ohio’s Fleet-Wing division approached 
Campbell with an offer to job in the same county 
territory. Campbell accepted and finds the ar- 
rangement works out well. 

Campbell Oil and Campbell Fleet-Wing Oil 
have two bulk plants, one set of trucks and driv- 
ers, One management. Few customers overlap, 
says Campbell, and “our delivery promises are 
more certain.” On the other hand, it’s trouble- 
some to keep two sets of books, pay two sets of 
taxes. 

Campbell has few retail outlets, none on the 
Fleet-Wing side. Most business is consumer. Gaso- 
line runs about 100,000 gal. a month for Fleet- 
Wing and 400,000 for Cities; fuel oil is about 
equally divided, totaling about 750,000 gal. a 
month in winter and 200,000 a month in summer. 

Big headache: neither supplier feels it’s getting 
a fair share of the business. But neither will break 
off the arrangement. 


Missouri: ‘Have I learned to yell!’ 


About a year and a half ago, a southern Mis- 
souri jobber switched three of his branded stations 
to unbranded. Reason: he was buying from his 
supplier on Group 3, but in Memphis he could 
get spot material at Gulf Coast prices. 

“I did it for protection in bargaining with my 
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supplier,” says the jobber, “and unforunately we 
need protection like this today. I used to think a 
supplier charged all jobbers one price, but I’ve 
discovered I was wrong. It seems the louder a guy 
yells these days, the better price he gets, and have 
I learned to yell about those Memphis prices! 

“My supplier’s reaction was pretty rough,” says 
the jobber, “particularly as I didn’t set up a sep- 
arate company at the start. But they’re coming to 
accept it.” 

Two of the unbranded outlets now do between 
8,000 and 100,000 gal. a month. 

Two years ago this jobber built a new station 
after making “all the New-York-major-approved 
surveys you could think of. On the basis of his 
supplier’s formulas, he figured the site had a 30,- 
000-gal.-a-month potential. “I put up the station 
and was lucky to squeeze 6,000 gal. out of it the 
first few months,” says the jobber. Then he 
switched it to private brand, and volume bounced 
to 50,000 gal. a month today. 


Texas: Five brands at once 


Ince Oil of Lubbock (see page 97) is a multi- 
brand jobbership that just growed. Today it han- 
dles five brands. 

Ince started out with the Onyx brand. Onyx 
was later purchased by Cosden, which about the 
same time bought Col-Tex. Ince found itself han- 
dling three brands. Then American Petrofina ar- 
rived on the Texas scene and made a deal with 
Ince. Last year Ince capped the climax by opening 
three skid-tank stations under the Zeppo brand. 
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How’s the Wind Blowing? 


From a coast-to-coast check of jobbers and 
suppliers, it looks as if dual-branding will grow 
before it shrinks. Suppliers concede that as long as 
oversupply continues, it will be hard to contain 
the spread of dual jobberships. Among jobbers, you 
find widespread interest in dual operation, even 
among those who haven’t explored the situation 
much. Most jobbers who have developed successful 
dual operations are high on the practice. Says one 
South Carolina jobber: “Dual branding is so exten- 
sive that it’s here to stay. It will become more pro- 
nounced as time goes on. Even majors will be 
forced into it. National companies like Texaco and 
Shell will do it where they won’t compete with their 
branded operations.” 

Says a Florida jobber, “Dual-branding is bound 
to come, it has to come. Two or three majors have 
already approached me with offers to sell un- 
branded gasoline.” 

An Oklahoma major-brand jobber dissents: 
“Handling two brands is like trying to keep two 
wives happy. There’s no future in it.” 

Today, the hottest dual-branding areas center 


around oil-field and refinery areas, thin out in other 
parts of the country. Says one research man who’s 
studied the situation, “Most of the United States 
will see a lot of it in the future. New England may 
never be greatly affected, because the gasoline sup- 
ply there is so tightly controlled. In New Jersey 
you'll find a good deal of it. 

“In the Southeast, you'll find dual-branding 
hottest in North Carolina. There are at least 100 
jobbers there selling dual brands to some extent. 
You'll also find them active in Florida and Georgia. 
In the Southwest, it’s most extensive in Texas and 
Oklahoma, where there are many independent 
brands like Fina, Anderson-Prichard, Cosden and 
Shamrock. Arkansas and New Mexico have very 
few dual-branders. They’re very, very rare in 
Louisiana. 

“In the Midwest, they’re uncommon in Ohio 
because it’s such a stable market. There are only 
a few dozen in the Upper Midwest, and a handful 
in the lower part of the Midwest. 

“In California, dual- and multi-branding is ex- 
tensive. As real-estate values go down outside the 
metropolitan areas, rebranding activity tends to go 

e 


” 


up. 





Pennsylvania: Trouble for supplier 

Dual-branding can cause trouble between your 
branded supplier and his direct-supplied dealers. 
An executive of a Pennsylvania Esso jobbership 
set up a private-brand station as an individual, in 
an area outside his company’s franchise but in 
direct Esso territory. When dealers in the area 
linked the jobber exec with the unbranded sta- 
tion, they concluded Esso was supplying it. Esso 
had to convince the dealers that the facts were 
otherwise. 

Actually, the jobber exec was supplied by a 
broker selling a major’s surplus product. The 
broker can sell only one account in an area, and 
must approve any further stations put up by his 
client. 

As a private brander, the jobber exec sells 2¢ 
under major price. Other private branders in the 
area sell 3¢-5¢ under. His contract with the broker 
specifies where product is to be picked up and he 
hauls in a common-carrier truck. 

The private-brand station averages from 50,- 
000 to 80,000 gal. a month. Three of the Esso 
jobbership’s 20-plus stations fall within that range. 
Total private-brand gallonage: 750,000 a year. 
Total branded gallonage: over 10-million gal. a 
year. 


Virginia: ‘Relations have improved’ 

Doug Quarles Jr. has been a Shell jobber sev- 
eral years, doing about 3.5-million gal. a year 
through five stations within a 50-mile radius of 
Fredericksburg. Now he’s going into Fairfax and 
Arlington counties as a Richfield jobber, with a 


bulk plant and service station at Fairfax, 100 
miles from Fredericksburg. 

Quarles would have liked to go into the area 
for Shell, but Shell already had a franchised job- 
ber there. His new facility at Fairfax will have 
four 20,000-gal. tanks for gasoline, No. 1 and 
No. 2. He expects No. 2 to be his best seller at 
first. A roadside building will serve as office for 
bulk plant and station. The station won’t be any- 
thing lavish—“just a couple pumps. I’m hoping 
the income will almost support overhead for the 
bulk plant office,” says Quarles. 

How has the new operation affected Shell? 

“Strangely enough,” says Quarles, “my rela- 
tions with Shell have improved.” 


New Jersey: ‘Key is good management’ 

Albert and Henry Shotmeyer of Hawthorne 
(NPN—July, p121) own a Mobil jobbership and 
have interests in Gulf and Atlantic jobberships. 
Until a year ago they controlled a Tidewater 
jobbership; last fall they took control of a Gulf 
jobber. 

Says Bert Shotmeyer, “We never had any com- 
plaint when we represented Tidewater and Mobil 
through jobberships that overlapped to a small 
degree in marketing area. . . . The key is good 
management. We had first-class managers in both 
operations, kept them apart, let each run his own 
company with only occasional guidance from us. 
... In our dealings with two suppliers, we created 
enough confidence in each that we had no trou- 
ble. We never played one against the other, never 
used one as a club over the other.” 
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will give you Big Savings 


Five Models with Capacities 


to 260 GPM 


There are big economies and operating 
advantages of underground bulk stor- 
age. Combined with the low installa- 
tion and maintenance costs of Red 
Jacket ““BIG-FLO” Submersible Pe- 
troleum Pumps, they give you big 
overall savings for bulk plant instal- 
lations. You save installation costs, 
since Red Jacket ‘‘BIG-FLO”’ Pumps 
eliminate such equipment as foot or 
check valves, and suction piping and 
fittings to bottom of tank. Gate valve 
on pump discharge and concrete base 
for pump and motor are not required 
either. ‘“‘BIG-FLO” pumps save main- 
tenance costs, too. They are lubricated 
by the petroleum product pumped, 
and direct drive eliminates wear on 
drive connection parts. These advan- 


‘Contact your nearest RED JACKET REPRESENTATIVE for complete information were at 


petroleum 
pumping 
equipment 


tages, together with out-of-the-way and 
out-of-the-weather location, lack of vi- 
bration and vapor lock, make them 
virtually trouble-free. 

Five models of Red Jacket ‘‘BIG- 
FLO” Submersible Petroleum Pumps 
include models from one through five 
horsepower with capacities to 260 gal- 
lons per minute, total heads to 110 
feet. All models are listed by Under- 
writers’ Laboratories, Inc. 

These pumps include the advanced 
engineering features of Red Jacket 
“*Extracta’”’” pumps that pioneered ex- 
tractible submersible remote pumps for 
service stations. For complete infor- 
mation about Red Jacket ‘‘ BIG-FLO”’ 
Pumps, contact your nearest repre- 
sentative or write us direct. 


Robert B. Cox, 12133 Coyle Ave., Detroit 27, Mich. » R. M. “Mac” Crowder, 5719 W. Hanover St., Dallas, Tex. * 
Henry D. Fairlie, 15 West 44th Street, New York 36, N. Y. « R. L. Faubion, Sr., 2525 S. W. Bivd., Kansas City, Mo. 
e Joe R. Mooney, 3162 Chartres St., New Orleans 17, La. « E. P. “‘Ted’’ Muller, 1306 E. 17th Ave., Denver 18, Colo. * 
R. E. Sanderson, 221 1ith St., San Francisco 3, Calif. « A. R. Sedgebeer, 2711 So. Hill St., Los Angeles, Calif. 
e A. L. Sobey, 624 So. Michigan Ave., Chicago 5, Ill. « Gardner Udell, 3820 N. College Ave., indianapolis 5, ind. © 
Lee Vaughan, 3111 N. 34th Place, Phoenix, Ariz. « C. E. ‘‘Red’’ Weaver, 4223 Cincinnati-Brookville Road, Hamilton, 0, 
« John F. Young, 235-37 Spahr St., Pittsburgh 32, Penn. « E. “Al” Zahi, 1516 So. Sth St., Minneapolis, Minn. « 


RED JACKET Manufacturing Company 


Petroleum Equipment Division « Box 270 e Davenport, lowa 
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OLD ‘IGLOOS’ will be torn down, 
replaced by new design (at right) 


DIVIDED FACADES are being con- 
verted to luminescent plastic type 


New Ideas in Stations 





PILOT MODELS of new design had 
‘starchy’ look, needed contrast 


Object: Instant Identification 


Speedway Petroleum’s new standardized station uses luminescent facade 
as a huge, high-impact brand sign that stands out day or night 


NSTANT brand identification—at 40 mph, day or 
night—is the target of Speedway Petroleum 
Co.’s new standardized station design. Key feature: 
an interior-lighted plexiglas facade that spreads the 
name “Speedway 79” the length of the station. 

Subsidiary features are better merchandising vis- 
ibility, ease of operation, cleanliness and attractive 
restrooms. Speedway built five pilot stations in 
1957, modified the design to hammer out bugs, 
and has built 17 of the new-type stations to date. 

The new design is in keeping with the idea of 
making a huge brand sign of the station (NPN— 
Nov. p124). Speedway’s development was sparked 
three years ago by a Standard Oil Co. (Ohio) ex- 
periment. At the time, Sohio was satisfied with 
the costs involved in luminescent stations but was 
having mechanical difficulties, particularly with 
cracking in the plastic facade. Servicing lights was 
also a problem. 

Solving the Problems—Speedway felt these diffi- 
culties could be licked. It turned for help to De- 
troit’s Taubman Co., which specializes in station 
erection and engineering. Taubman men worked 
with the plastic fabricator to solve the cracking 
problem. 

Standardized attachments were developed to 
permit easy access to the inside of the plastic for 
cleaning and lamp changes. Lighting was rede- 
signed to eliminate highlights and shadows. 

But Speedway felt the first five stations had a 
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“starchy” look, needed more contrast. Sundberg- 
Ferar, industrial designers, were retained to correct 
this. S-F made two key changes: (1) the flat surface 
of the sign was vee-ed to a horizontal highpoint 
carrying a blue line, to perk up the daytime ap- 
pearance; (2) the Speedway name was subordinated 
to the “79” trademark, in red numerals inside a 
blue ringed oval to provide contrast. 


Secondary Features—The new design aims at 
other objectives besides brand identification: 


@ Visibility and cleanliness are stressed by ex- 
tensive use of glass walls and glass bay doors. The 
partition between office and bays is eliminated, to 
“force” cleanliness and make the station one vast 
showcase. 


e@ Restroom appeal hangs on color. Company 
wives were polled informally on the shade of blue 
they preferred. 


@ Easy maintenance is provided by gray-blue 
ceramic-brick facing on sides and back walls. 

Speedway has about 700 stations in operation. 
Of company-owned stations, 15% are the original 
“igloo” type (see picture), 30% an early integrated 
design. The balance—except the 22 new lumines- 
cent units—are a porcelainized design. 


Is the new design paying off in gallons? At one 
site where a luminescent unit replaced an igloo, 
says Speedway, gallonage went up about 50%— 
immediately. » 





Tires-Batteries-Accessories 


What Makes a Battery Tick? 


Your dealers and salesmen can sell batteries better if they know more 
about them. Here are some ABC’s...and some gimmicks to watch out for 





HE STORAGE BATTERY is vital to the modern 

car. The crank disappeared long ago. Changes 
in car design are making it impossible to start 
newer cars by pushing them. The day is almost 
here when you can truthfully say that without a 
battery your car is dead. 


The car’s ever-increasing dependence on the bat- 
tery is a tribute to the great improvements made 
in automotive batteries in recent years. The very 
first automobiles had no battery of any kind. You 
got no spark until you put the magneto in motion 
by cranking the engine. For lights you used 
acetylene. 

Later a set of six dry cells supplied a starting 
spark. As soon as you got the engine running you 
switched to the magneto to save your batteries. 
Before long low-power storage batteries came into 
use to take care of both ignition and lights. 


A special kind of battery had to be designed to 
make the self-starter possible. Thinner plates pro- 
vided the additional plate surface needed to sup- 
ply the heavy starting current. When first intro- 
duced they were called SLI batteries, because for 
the first time the battery supplied all current needs 
for Starting, Lighting and Ignition. 


important Battery Basics 


It’s a law of nature that current flows whenever 
two dissimilar metals are placed in a solution 
(electrolyte) that reacts with them chemically. Some 
metals and some solutions work better than others. 
But in all cases the larger the metal surfaces the 
more current you get, for a given solution and pair 
of metals. 

That’s why plate surface is such a key factor in 
battery design. 

Automotive batteries, in order to get maximum 
plate surface, use two packages of thin lead plates. 
The solution they’re immersed in is dilute sulfuric 
acid. That particular combination of materials has 
some handy chemical properties. 

By running a charging current through the bat- 
tery, the plates become in effect, dissimilar metals. 
Half of them (the positive plates) turn to brown 
lead peroxide, changing color. The other half 
(negative) turn to sponge lead, remaining gray. The 
battery is then ready to give off electrical current. 


In the process of discharging, both sets of plates 


tend gradually to become lead again. As they do so, 
their capacities to produce current diminish. You 
can return the plates to their dissimilar state by 
running a charge through them as before. This 
can be accomplished continuously in small quanti- 
ties with the car generator, or, if the battery’s 
charge falls too low, with special recharging equip- 
ment. This ability of a battery to, in effect, store 
a charge, accounts for the storage battery’s name. 

The importance of starting the battery off fully 
charged is little understood by the average dealer. 
If he stocks wet-charged batteries he’s prone to 
sell them off the shelf without a boosting charge. 
If he sells a dry-charged line he’ll often take a 
chance and put one in without an activating charge. 
It’s possible for a battery to be boosted or activated 
by the car generator, but this requires running the 
automobile for a while, and the battery dealer 
can’t depend on it. 


In either case, his customer is liable to be back 
in a few days with a dead battery and a low 
opinion of that particular brand. A better knowl- 
edge of how batteries are made will help the dealer 
avoid customer complaints. It will also help him 
face competition. 

If a battery is discharged too fast too often, or 
if it has been in service a long time, a sulfur- 
compound crust forms on the plates. This inter- 
feres with normal battery functioning. Such a 
battery must be replaced. 


Beware of ‘Super’ Batteries 


From time to time, obscure manufacturers bring 
out batteries said to contain potent new materials 





More information 


CRETE aD 


ANY battery manufacturer can fill you in on bat- 
tery construction, sales and service. One handy 
source is “Facts About Storage Batteries,” a 32- 
page booklet published by the Electric Storage 
Battery Co., P.O. Box 6266, Cleveland 1, Ohio; 
or in Canada, P.O. Box 907, Postal Station 5, 
Toronto 18, Ont. 





(oOBRRRSKAT SEER 





NATIONAL PETROLEUM NEWS °* January, 1960 








that will make the batteries outlast all others. Such 
batteries are usually over-priced and recklessly 
guaranteed. Quite often an exclusive franchise is What Plates Mean 
offered for a flat fee or a large initial stock order, 
or both. 

Prospective dealers and distributors are often 
deceived by a demonstration stunt offered as proof 
of the battery’s self-renewing powers. The stunt 
consists of continuous cranking with the ignition 
off, until the battery is run down. Then, after a 
short wait, it will be discovered that the battery 
has mysteriously renewed its cranking power. 


Four or five quick repetitions of revived crank- 
ing power after discharge can impress those who 
don’t know about batteries. They may accept the 
demonstration as evidence of unusual qualities in 
the battery, and by logical extension of the argu- 
ment, as support for the claim of extra-long battery 
life. 

Once you accept that much of the argument, 
it’s easy to justify the extra high price, the fran- You can’t tell a battery by 
chise fee, and of course a guarantee for a term of product has maximum plate 
years that would otherwise be rejected as fantastic. 

But to the man who knows batteries, the de- 
monstration is old stuff. He knows that partial 
recuperation after rapid discharge is a common 
attribute of all lead-acid storage batteries. 

All batteries, even the cheapest, have some re- 
cuperative power. If the battery has full-size plates 
the process can be repeated many times. If the 
plates are short, the starting cycles will fade quickly. 
There’s nothing magic about it, and it lays no 
foundation for an extra-long guarantee. 








Short Plates: A Cut-Price Secret 


The cut-price battery is another form of com- 
petition that’s always with us. Oil marketers gen- 
erally sell good-quality batteries. They don’t be- 
lieve it’s smart business for a service station to 
antagonize gasoline customers by selling the cheap- P pyar ir anion eee ee 
est, bargain-price batteries on the market. ' 

But many dealers find that cut-price batteries 
give them the toughest competition. Batteries look 
about the same on the outside, so the uninformed 
customer can’t see much difference. 

One thing the customer can’t see is the size of  * 
the plates. One of the main reasons battery prices saeeeee 
vary is that their plate sizes differ. It’s up to the 
dealer to make this fact plain. 

That’s where knowledge of how batteries are 
made can help the dealer give his customer the 
right steer. He can point out that short plates are 
only good for short starts, and that the bargain 
battery can’t produce the extra power so often 
needed for cold-weather cranking. 

There’s nothing really complicated about bat- 
teries. The basic facts have often been circulated 
by oil companies and battery manufacturers. But But ‘bargain’ battery has skimpy plates, less 
right now there’s too high a percentage of cheap power, inviting trouble in cold cranking, 
batteries in -sales figures, indicating a need for re- 
peating the story. % — —— 


UTE RISE AA PRE LECT LESS EME ES AS BS NRE aD i EDS ED BLS 
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TBA Meeting: "You're Full of Magic... 


Sige MAGIC that comes from enthusiasm was recom- 
mended by James E. Dornoff, vice president, Pate 
Oil Co., at the annual Oil Industry TBA convention 
in St. Louis, Dec. 7-8. Dornoff was elected new in- 
ternational chairman at a two-day meeting replete 
with rocket-style countdowns and other dramatic 
stunts, all presented in a station-of-the-future setting. 

Other officers elected were: vice chairman, E. H. 
Almy, American Oil Co., New York; secretary- 
treasurer, Robert D. Park, Sun Oil Co., Philadelphia; 
eastern chairman, W. L. Rockwell, Shell Oil Co., 
New York; central chairman, Ivan Thompson, Lion 
Oil Co., El Dorado, Ark.; western chairman, Jack 
Hall, Douglas Oil Co., Paramount, Cal.; Canadian 
chairman, N. E. Thompson, British-American Oil Co., 
Toronto. 

Regional meetings in 1960 will be held at the El 
Cortez hotel, San Diego, April 25-26; Netherlands 
hotel, Cincinnati, May 2-3; Royal York hotel, Toron- 
to, May 19. No date has been set for the eastern 
meeting. 


Ps 


BELL RINGERS at the meeting are (left) James E. Dornoff, 
Plate Oil Co. vice president and newly elected TBA Group 
chairman; and James W. Smith, TBA manager of Ohio 
Oil Co. 





CHECKING IN at the convention are (left to right) Joe 
Roeder of Phillips Petroleum, St. Louis; Steve Bell and 
J. G. Willis of Continental Oil, Kansas City. 


SUPPLIER in the middle is W. A. Robinson, General Tire, 
with Fred Windisch (left) and R. H. Crum (right) of Esso 
Standard Oil, New York. 


THREE NEWCOMERS (left to right) are W. N. Pilch and 
Robert G. Dow, Tidewater Oil, New York, and E. C. Bun- 
egar, Oklahoma Oil Co., Chicago. 


INTERNATIONAL party includes G. A. Davis (left), Sinclair, 
New York; K. N. Marriott, Shell Oil Co. of Canada, 
Toronto and L. L. Owens, Lion Oil, Eldorado, Ark. 
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REORGANIZATION: 13 EARLIER NPN REPORTS 


Standard Oil of California 

New retail Setup and marketing area Nov. 11, °53-p44 
Reorganizes marketing department Oct. 21, °53-p68 
Revamps marketing field organization Dec. 9, °53-p46 
Streamlines its marketing organization May  ’56-p101 


Continental Oil Co. 
Decentralization—hypo for management Sept. °56-p115 


DX Sunray 
How DX is rebuildng its marketing structure Oct. °59-p159 


General Petroleum Gulf Oil 


Changing philosophies and techniques give market- 
ing new emphasis Nov. ’ 


Streamlined marketing department readies GP for 

buyer’s market Dec. 9, '53-p46 
Decentralization—key to better marketing Feb. 24, °54-p20 
ow one Humble Oil 

nion Oil Co. ; , ; 

ie ; How Humble is getting ready to invade Cali- 

Revamps marketing field organization Dec. 9, *53-p46 fornia Sept. ’59-p152 
Tidewater Oil 


Bids for bigger things with new management, ideas 
and expansion July °57 


Mobil Oil 
Socony Mobil—sweeping reorganization involves 
11,000 July °58-p104 

















SHAKEUPS (Begins on page 68) 


been a boon to many, who are taking 
advantage of a pension to travel, to 
go into business or just to take it easy. 

One of the most spectacular cases 
of advancement was that of Don 
Miller, who was notified one Sunday 
that three days later he was to be 
elected president of Skelly Oil. Miller 
had been marketing head. 

Harry Peckheiser, Mobil Oil, typi- 
fies the able young executive on the 
rise, though it has meant three major 
moves in a short time. From a district, 
he went to Kansas City as division 
manager, then to Los Angeles to head 
GP’s marketing department, then to 
New York as manager of retail sales 
for Mobil. 

In another company, a man who 
had been marketing manager of an 
important division, apparently with 
success, was suddenly put on the shelf. 
A regional manager of another major 
company was shifted back to his old 
job of division manager, with the ex- 
planation that he preferred it there. 

In less than two years, an assistant 
department manager rose to a cor- 
poration vice presidency. Another as- 
sistant department manager, shortly 
after his promotion to department 


This 
SINGLE 


Tokheim 
valve... 


SAFETY in case of collision OR fire 
in remote control pumping systems 


MEETS ALL FIRE REGULATIONS EVERYWHERE valve now, before fire starts. If fire oc- 


manager, was notified that he was 


through. 


Where Matters Stand Now 


Have the objectives been achieved? 
It’s too early to tell. Those who have 
made changes feel that their organiza- 


tions are stronger. 


This past decade might be consid- 


Here’s built-in safety for every modern 
station! Tokheim’s Model 1099 Im- 
pact Safety Check Valve, installed just 
below island level, provides positive, 
automatic, double protection for prod- 
uct. Either a 100 Ib. blow to the dis- 
pensing pedestal, or a temperature of 
160° will activate this valve’s time- 
tested poppet, stopping flow instantly. 

In the event of collision, pendant 
disengages from poppet stem, closing 


curs from some other means, fusible 
link melts, releasing trip arm, closing 
supply line. The valve is tamper-proof 
—has no external cocking mechanism 
to clog or freeze. 


Tokheim 1099 is available with 
choice of standard threaded or Dresser 
ends, in 114” or 2” sizes. Demand its 
double protection. See your Tokheim 
dealer, or write directly to the factory 
for fact-packed valve bulletin. 


ered a preparatory phase for the 
1960s. Greater efficiency has been re- 
ported by many, especially those who 
undertook sweeping changes several 
years ago. 

The next decade, though, will show 
the results of the big shakeups. a 


General Products Division 
TOKHEIM CORPORATION 
1650 WABASH AVENUE FORT WAYNE, INDIANA 





JOKHEIM 


Subsidiaries: GenPro inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., persica aa 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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from slab to finish in DB days 


The Conoco station shown in these actual progress photographs is located at Shadow Oaks and 
Gessner in Houston, Texas. Designed and engineered according to Conoco’s specifications and 
special colors, its record short construction time attests to Avoncraft design, engineering and 
prefabrication skills which assure quick opening dates and early volume. 


Other AVoncraft advantages and details are contained in our color brochure “Function and Last- 
ing Beauty.” May we send you a copy? 


1 May 18, 1959, 11:00 a.m. 
Concrete slab ready. First 
day of construction com- 
pletes placing of framework 
and wall panels. 


2 May 19,1959,10:00a.m. 
Front bays up, decking on, 
store front columns set. 
Decking on bays. 


x 3 May 20,1959,8:30 a.m. 
Decking complete on build- 
ing and roof started. Fins, 
panels installed. 


May 21,1959, 3:30 p.m. 
Exterior portion facia with 
color panels and glass: in- 
stalled. Building front 
glazed. Roof nearing com- 
pletion. 


oa May 22,1959,8:45 a.m. 
Virtually complete. Build- 
ing being caulked out and 
cleaned. Crew finishing up, 
preparing to leave job. 





thats SPEED (, 
AVONCRAFT 


porcelain enamel “‘package’’ service stations 





geen: FUNCTION AND LASTING BEAUTY built in to the finished Movability 
"produc 1 ere is the Conoco Station in all its gleaming ____ Lifetime Durability 
beauty, practically ready. Uniformity of design, construc- Maintenance-Free Operation 


Lasting, Sparkling Color 
Structural Strength 
Weather Resistance 


tion and color means economy, speed of erection and trade- 
mark identity—so important to marketing strategy. 


adivisonois MWONDALE’ Marine Ways, inc., P.O. Box 1030, New Orleans 8, U. S. A.,Tel. UN. 6-4561 





FREE CATALOG F-39-p 


24 pages of specifications 
illustrations and appli 
data. Complete information 
about 19 models of OPW 
Loading Assembites ‘or 
filling and emptying tan" 


cars and tank trucks 


LOADING 
ASSEMBLIES 


for faster, safer, easier, liquids loading and 
unloading of tank trucks and tank cars. 


Handlers and transporters of bulk liquids, alert 
to reducing tank car and tank truck filling and 
emptying time without jeopardizing safety 
standards and contaminating product, are fast 
converting to compact, convenient, economical 
full flow OPW Loading Assemblies. 


Investigate today how you, too, can realize sav- 
ings in time, effort and operational costs. Write 
on your letterhead for Free Catalog F-32-R. 


CORPORATION 
Cincinnati 25, Ohio, 2735 Colerain Ave., Ki 1-5400 


Valves © Fittings © Assemblies for handling hazardous liquids 
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By DONALD MacDONALD 


What are chances of two 
new engines, turbine 
and rotary, catching on? 


>It could be that the car buyer in 
the next decade will have a choice 
between automotive turbines or rotary 
engines and the conventional recipro- 
cating engine. Development of all 
forms of esoteric powerplants is pro- 
ceeding at a pace one leading engi- 
neer describes as “frantic.” 

But researchers are aiming at a 
moving target: Conventional power- 
plants are being improved too. In 
fact, there’s currently ten times more 
manpower at work refining and re- 
designing the conventional engine 
than there is developing new ones. 
Engineers are rearranging cylinders, 
experimenting with air cooling, and 
building prototypes made of new ma- 
terials. The results will be efficient, 
far beyond the standards known to- 
day. 

This is why engineers at the man- 
agement level—those who are neutral 
to everything but cost per horsepow- 
er—warn that the new concepts may 
never catch up with the old. To sur- 
pass, any candidate must have more 
power and flexibility, equal or better 
economy, the same or less weight, 
and must be easier and less costly to 
manufacture. 

Progress Report—So far nothing 
meeting all these requirements has 
come out of the research laboratories. 
Automotive turbines date back to 
1951 when Boeing pioneered them in 
a Kenworth truck. GM came along 
in January 1954 with its Firebird, 
never claiming that it was more than 
just a showpiece. Later that year 
Chrysler broke through with a regen- 
erative turbine, a unit that utilized its 
own exhaust heat for greater—but not 
enough—efficiency. 

GM has since produced two more 
Firebirds and another experimental 
unit powered by a free-piston engine. 
In this concept, which dates back to 
the turn of the century, the pistons 
operate like a bellows, blowing hot 
gases through a pipe to a _ turbine 
which operates the rear wheels. 

Both GM and Chrysler have refin- 
ed their turbine designs considerably. 
Although both companies — usually 
caution against assuming gas-turbine 
developments are beyond the experi- 


mental stage, they are apparently 
ready at this point to admit the new 
designs are practical for certain heavy 
military vehicles, particularly those 
operating in extreme cold where ini- 
tial cost is not a factor. 

GM’s Allison Div. is making a 
limited number of what are essenti- 
ally the engines used in the latest 
Firebird available | commercially. 
Cost: $35,000 plus taxes and trans- 
portation. 

The Williams Engine—Though at 
least a year away from production, 
the engine recently announced by The 
Williams Research Corp., near De- 
troit, is conceded by automotive of- 
ficials to come closest to meeting re- 
quirements for widespread use. 

It weighs only one lb. for each or 
its 75 hp, a figure no mass produced 
reciprocating engine can match. It’s 
durability was proved by 15 months 
of testing in a boat. Only a few minor 
problems remain to be solved before 
it can be mass produced on conven- 
tional machine tools. It is small, fit- 
ting into a rectangular cube measur- 
ing roughly 1142x1%2x2% ft. It is a 
free shaft, two-stage engine, which 
means it can be hooked to the rear 
wheels through a simple forward-and- 
reverse gearbox. Lastly, despite its 
light weight, it is fully regenerative. 

The New Rotary—Curtiss-Wright’s 
recently announced rotor engine, em- 
bodying only two moving parts, isn’t 
news to Detroit automakers. It’s 
German proponents were here two 
years ago attempting—unsuccessfully 
—to sell the Big Three on taking 
over further development. 

Objections at that time indicated 
that production of the rotor itself, 
with its complex shape, would be dif- 
ficult and costly. A very serious prob- 
lem in profile milling and form grind- 
ing would have to be overcome. 
There’s also the problem of properly 
cooling and lubricating the rotor when 
the engine is operating. In early ver- 
sions, at least, the lubricant is ex- 
posed to combustion, creating a large 
volume of smoke; and one primary 
function of the oil—sealing—is lost. 
As one leading engineer put it, “We're 
not very excited about it.” 

Two warnings were brought into 
focus following the Curtiss-Wright 
disclosure: (1) Curtiss-Wright and its 
German associates, NSU Werke, may 
have solved all the problems in the 
two-year interval. However, attempts 
to purchase prototypes for evaluation 
proved to no avail. (2) This could 
be a motivated and premature pro- 
motion. The Securities and Exchange 
Commission is looking into that pos- 
sibility. 
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When you market 
aerosol-packed 
petroleum by-products 


Count on Crown 


The Crown Spra-Tainer, once an exciting novelty, is now a 
valuable marketing tool adding new glamor and convenience 

to many products. Crown is the only source of both seamless and 
fabricated containers. For expert technical assistance and 

quality ... not only in aerosols but in conventional and many 
other types of cans . . . count on Crown as a major source. 


The pioneer in aerosol 
cans...Crown has more 
aerosol container expe- 
rience than any other 
company in the world. 


for cans - crowns - closures - machinery 
e y CROWN CORK & SEAL COMPANY, INC., 9300 Ashton Road, Philadelphia 36, Pa, 
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the world 
of Pete Hirleman 


Mr. TBA at Cities Service (Pa.) 


(Any salesman of Tires, Batteries or Accessories must sell Pete 


to sell Cities Service) 


@ Meet Pete Hirleman, Manager of Tires, Batteries and Accessories at Cities Service 
(Pa.)—a job that doesn’t let him sit still for long. Here Pete checks a battery chart 
while he waits for a phone call to go through. (Battery manufacturers: most of Cities 


Service’s 4000 dealers handle Cities Service batteries.) 


@ Pete feels that he must make periodic visits to dealers to keep 
up-to-date on their sales problems. So he and a division sales manager 
made a call on one of their best dealers to find out how his customers 
liked the new line of tires. (Tire makers: although he has an assist- 
ant in charge of tires, Pete is the man with final responsibility for 
what tires go into the Cities Service line.) 
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@ On a recent trip to one of eight warehouses under his supervision, 
Pete went into the small accessories corner to talk shipping problems 
with the warehouse manager. This warehouse moves several hundred 
different types of TBA a year, so shipping must be efficient. (Acces- 
sory manufacturers: wouldn't you welcome the chance to have Cities 
Service dealers sell your products?) 


@ A salesman for a manufacturers’ agent happened to be visiting the 
warehouse when Pete arrived. Naturally, he seized this opportunity to 
show Pete and the warehouse manager how easy it is to balance a tire 
and wheel with his new balancer. (Note to salesmen: because Pete 
Hirleman is so busy, it’s seldom that he can devote this much time 
and attention to a salesman.) 


sell a man as active as Pete Hirleman. But there is a 
way to reach him. Pete is one of the 18,729 oil market- 
ing managers—both independent and major-company — 
who look to NPN for the money-making ideas and in- 
formation that put them ahead of competition. To talk 
to these men when they are in the information-seeking 
mood, use the pages of NPN. For more information on 
the oil marketing 
manager, the market 
he represents, and 
how NPN serves it, 
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what equipment and 
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used or sold at serv- 
ice stations?” 330 West 42nd Street, New York 36, N.Y. 


tae moral to this story is quite plain: it’s tough to 
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Five 

AMOCO Additive 
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Here are five informative builetins 
that give technical data helpful in 
evaluating Amoco Additives. Bulle- 
tins document with test data and 
comparative illustrations, the per- 
formance of motor oils and gasolines 
containing Amoco Additives. Typi- 
cal physical and chemical properties 
of the additives are included. Tech- 
nical service by experienced petro- 
leum additive engineers, to assist 
you in the use of Amoco Additives, 
is also available. 


AMOCO 193 INHIBITOR 


Gives information on this multi-functional 
zine dithiophosphate motor oil additive 
which inhibits oil oxidation, protects bear- 
ings from corrosion, and prevents exces- 
sive wear of critical engine parts. 


AMOCO 200 SERIES DETERGENT- 
INHIBITOR ADDITIVES 

Data are given on the use of a number of 
the outstanding detergent-inhibitor addi- 
tives of this series in making motor oils. 
All are combinations of Amoco's unique 
barium detergent and zinc dialky! dithio- 
phosphate inhibitor. 


AMOCO 600 VISCOSITY 

INDEX IMPROVER 

Contains data on how AMOCO 600 VI 
Improver helps provide easier starting, in- 
creased gasoline mileage, less ORI, greater 
shear stability, better oil mileage. Useful 
blending chart included. 


AMOCO 520 SERIES METAL 
DEACTIVATORS 

Information is provided on extending stor- 
age life of copper taminated gasoline 
stocks, heating oils and diese! fuel with 
metal deactivators of this series. 





AMOCO 530 SERIES GASOLINE 
ANTIOXIDANTS 

Each of the three major chemical types of 
gasoline antioxidants, for economical pro- 
tection from gum formation, are included 
in the AMOCO 530 Series. Here are data 
on all of them. 


AMOC®O CHEMICALS CORPORATION 
910 S. Michigan Avenue, Chicago 89, Illinois 
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How to Cut Maintenance Costs 


Here's a report* by two Shell Oil Co., specialists, pointing the way to 
economies in one of the costliest oil-marketing operations today 


By JOHN D. TOELLNER and PAUL STILLSON 


@ Biss HIGH COST of maintaining service-station 
equipment is a source of growing concern to 
the entire oil industry. 

Individual company efforts to reduce mainte- 
nance cost have resulted in a wide variety of 
maintenance policies and practices. The question 
is: Which policies or practices are most economical, 
under what conditions? Shell Development Co. set 
out in November 1958 to evaluate Shell’s main- 
tenance program for service-station equipment and 
to develop procedures and controls which would 
assist the marketing division to establish an over- 
all maintenance policy based upon minimum cost 
of operation. 

This is a progress report on that work. Some 
6,000 individual maintenance records have been 
analyzed from over 300 stations. 


Preventive vs. Unplanned Maintenance 


Preventive maintenance in the area studied con- 
sisted of a detailed inspection every 60 days. 
Equipment covered by this program was first put 


STILLSON 
Dr. Paul Stillson, co- 
author of this report, is with 
Shel Development § Co., 
Emeryville, Calif., as super- 
visor, operations research 
and industrial statistics sec- 
tion, applied mathematics 
department. 


TOELLNER 


John Toellner, regarded a 
young ‘comer’ in Shell, was 
detached from the market- 
ing engineering department 
in New York for special as- 
signment to Emeryville, 
Calif., working on mainte- 
nance studies. 


into equal-to-new condition. The cost of revamp- 
ing was included on an amortized basis. 

The higher cost of this preventive maintenance 
plan is shown in Fig. 2 for a typical 6-pump, 
2-hoist station. There is a reason for the high 
cost. During the periodic inspection, the mechanic 
makes many repairs and replacements for the sake 
of appearance, not for functional reasons. 

Preventive maintenance, though, offers certain 
intangible benefits, if management considers them 
worth the additional cost. Among the benefits are 
closer relations with dealers, better satisfied deal- 
ers, better equipment appearance, and more con- 
venient scheduling of mechanics. 


How Pump Maintenance Varies 


Dispensing pumps take the biggest bite—more 
than 40¢ of the maintenance dollar. Fig. 1 shows 
a broad breakdown of costs. 


A comparison of maintenance expense for six 
pump brands shows that Brand B, with the highest 
upkeep, costs eight times as much to maintain 
as Brand A, with the lowest upkeep. The wide 
swings in maintenance costs among both pumps 
and hoists are shown in Fig. 3 and Fig. 4. 


Further analysis indicates costs could be cut 
14% by selecting low-upkeep pumps, hoists 
and compressors. This could be done by elimin- 
ating the three brands most expensive to maintain. 


The significance of a 14% saving can be better 
understood by a comparison with hourly main- 
tenance rates. If it were possible to lower the 
hourly rate $1 an hour, the saving would be only 
13%. With this comparison in mind, we are justi- 
fied in placing greater emphasis on equipment de- 
sign features in order to reduce maintenance cost. 


How Gallonage Affects Maintenance 


Periods of peak gallonage don’t bring the highest 
maintenance costs. On the contrary, costs begin 
to drop off after reaching a mid point high. This 
needs to be kept in mind when comparing the 
effectiveness of a maintenance operation between 
two periods of different volume. 


* From a paper presented to the operations and engineer- 
ing committee of the American Petroleum Institute at 
Colorado Springs, Colo. 
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Equipment 


on Service-Station Equipment 


Metropolitan vs. Rural 


How far apart are your stations? Although 
station spacing can’t be controlled, some of the 
effects on maintenance cost were studied, with 


these results: 


e An increase of two miles in the average 
distance between calls will increase equipment main- 


tenance by 1%. 


e@ Maintenance in rural areas costs 5% to 10% 


more than in metropolitan areas. 


e@ In rural areas where travel cost is a sizable 
portion of total cost it may be cheaper to do more 
replacement maintenance. In that way high trav- 
el cost can be spread over several pieces of equip- 
ment. 


Salary vs. Contract Maintenance 

The hourly rate for salary maintenance should 
include such items as first-line supervision, sick 
time loss, additional clerical time for payroll and 


Maintenance Highlights . 


@ Shell Oil is convinced the cost of maintaining 
service-station equipment can be cut by approach- 


ing the problem scientifically. 


@ This means setting up a system of records that 
will make cost analysis easier and less expensive. 


@ Right now Shell is converting its record-keeping 
system in two marketing areas, and hopes to con- 


vert in four more areas later. 


@ Here are some highlights of a report based 
on 6,000 maintenance records of more than 300 


stations: 


m@ Preventive maintenance on a 60-day schedule 
costs more than unplanned maintenance. 


m= Pumps account for over 40% of all mainte- 
nance; hoists and compressors another 20%. 


m Equipment brands with a high maintenance 
record probably need redesign. 
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m Peak costs occur when gallonage is medium, 
not low or high. 


m Maintenance by outside contractors has paid 
off for Shell. 


= Group replacement for some equipment may 
be cheaper than maintenance until break-down. 





Cost of Preventive vs. Unplanned Maintenance 


Cost Index 
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FIGURE 2. Appearance expenses add to preventive costs. 


supply invoices, value of capital tied up in trucks 
and equipment, lost time for safety programs, plus 
the usual costs associated with salary operation. 

The results of the study show that Shell is 
money ahead, at least in the area under consider- 
ation, with its policy of 100% contract mainte- 
nance. 


Replacement vs. Maintenance 


New equipment, of course, is used for group 
replacements. But failures that occur between 
group-replacement times can be handled in two 
ways. 

First, the unplanned failures can be repaired 
with a new piece of equipment. 

Second, at the time of group replacement, used 
components that have not yet failed are placed 
in stock. Then when an unplanned failure occurs 
a used component is reinstalled to keep the equip- 
ment in operation unti! next group replacement. 

The second procedure invariably results in a 
lesser cost if it is applied to components that fail 
by wearing out rather than by accident. In the 
case of a bearing, for example, failure becomes 
more probable as wear progresses. On the other 
hand, a new shear pin will fail as easily as an old. 

Replacement programs are particularly effec- 
tive when the ratio of labor to material cost is 
fairly high and the ratio of replacement unit 
cost to unplanned unit cost is comparatively 





How Maintenance Cost Varies for 


Different Pump Brands 
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FIGURE 3. Brand B costs 8 times more to maintain than A. 


low. These considerations, plus the further re- 
striction to only those components that undergo 
wear-type failure, reduces considerably the area 
of replacement. 

Since equipment that does not fall within that 
class is likely to have an average life of 5-10 years, 
replacement cycles, to achieve significant economic 
benefits, would have to be of the order of 4-8 
years. From a practical viewpoint, the scheduling 
and storage problems associated with such an in- 
frequent activity make it undesirable. 


Facts on Failures 


Perhaps the most significant conclusion to be 
drawn from this study is that these methods and 
procedures can help to set up an optimum main- 
tenance policy. All that’s required is a change in 
the form of maintenance records and a mechaniza- 
tion of the record system to provide fast, inexpen- 
sive tabulations for management review. 

Forms are needed on which mechanics can 
record individual component failures, including 
cost of repair, serial number and installation date. 
Shell is presently converting its maintenance 
records in two marketing areas, and it is antici- 
pated that four others will follow suit. 

When the record changes have been completed, 
maintenance managers should be able to establish 
a complete maintenance policy for any given set 
of conditions and thereby achieve minimum main- 
tenance costs. 
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How Maintenance Cost Varies for 
Different Hoist Brands 
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How Pump Maintenance Cost Varies 


With Gallonage 
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FIGURE 4. Costs for different hoist brands vary widely, too. 


How the Study Was Made 


For the most part, statistical analyses and the 
development of mathematical models to evaluate 
alternative maintenance policies were carried out 
with the aid of an IBM 704 computer. 


The number of expected failures for a specific 
component or brand may be calculated through 
the use of appropriate probability distributions. 
Thus the maintenance load for a given group of 
stations can be predicted and optimum replace- 
ment policies selected. 


Statistical analysis also yields average costs per 
repair, broken down into material, direct labor 
and travel time. 

To weigh the impact of system changes, the 
system was evaluated at several levels or param- 
eters (to use the mathematical term). For one 
example, three levels of station density were chosen 
to represent metropolitan, suburban and_ rural 
marketing structures. 


Parameterization was also used to measure the 
effect of contractor rates and purchasing policies. 
All together a total of 108 individual system 
evaluations were carried out. Each one would have 
taken eight man-hours using a desk calculator; 
the computer, on the other hand, completed all 
108 cases in five minutes. 

Still another form of statistical analysis showed 
how economical replacement periods might be 
determined for each component, in the light of 
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FIGURE 5. Maintenance costs drop off at higher gallonages. 


Where the Maintenance Dollar Goes 

















FIGURE 1. Dispensing pumps take the biggest bite. 


different ratios of material and labor cost to 
travel time. As part of this phase, the cost of re- 
placing unplanned failures (those occurring between 
group-replacement periods) with the cost of tem- 
porarily installing new units was compared with 
used units until the time for the next group re- 
placement. 





Ten million motorists 


oot a jolt...in their 


pocketbooks! 


Fram tells them low gas mileage isn’t 
the fault of gasoline, but of dirt- 
clogged air filters! 


Nobody was quite ready for the shocking 
Fram message shown here—when it ap- 
peared before the 27 million readers of The 
Saturday Evening Post. 

Few car owners knew they had anything 
in their cars which, if neglected, could re- 
duce gasoline mileage as much as 10%. Yet 
10 million cars today have dry-type carbu- 
retor air filters... and 500,000 more are 
coming on the market every month! 

This remarkable filter—99% efficient in 
protecting delicate engine parts from dirt— 
has been one of the best-kept secrets in the 
automotive world...until now. 

Since Fram pioneered this new filter in 
1953, neither filter companies nor car 
makers have made drivers fully aware of 
the value of the filter and the need for its 
proper care. 


Oil company dealers haven’t been fully 
trained to stock and service this type filter. 
In fact, Fram’s nation-wide audit, recently 
completed, shows that 55% of the nation’s 
209,000 service stations do not stock 
replacement air filters. 

Dealers certainly won’t check these filters 
unless they have a replacement to sell! And 
if car owners are getting poor gas mileage 
caused by clogged air filters, every brand of 
gasoline is in danger of getting a bad name! 

Fram is doing something about this. 
Witness the advertisement shown here. And 
Fram is taking the leadership in develop- 
ment of special sales training films, point- 
of-sale material and other air filter sales 
aids—to be made available to oil companies. 

Fram urges you to program Air Filters 
high in your 1960 TBA plans—and to call on 
FRAMARKETING * for full assistance. For 
details, phone or write National Accounts 
Division, FRAM CORPORATION, 
Providence 16, R. I. GEneva 4-7000. 


* FRAMARKETING. . . the automotive industry’s most complete service for 
development of volume filter business...through research, training, 
advertising, promotion, sales aids and personal field assistance. 
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WEAVER LIFTS THAT CAN HANDLE ANY CAR! 


<< 2 a 2 oe ee oe ae 


Famous WEAVER TWIN POST’ LIFT 


Has never been obsoleted 
by changes in car design 


z ae 2 oe et ee a ae ee 


The newest and the oldest cars on the road can be 
handled with speed and ease with a Weaver EC-102 
Twin Post Lift. It adjusts to desired wheelbase in 
seconds .. . lifts cars at outer ends of front lower 
control arms for completely relaxed front end sus- 
pension. With a Weaver Twin Post Lift mechanics 
can work faster, more efficiently, service more cars in 
a shorter time. There are no rails to hamper under- 
chassis work. Weaver Twin Post Lifts are available 
for every type of station—four sizes, eight models to 
provide a full range of lifting capacities. Ask us for 
Bulletin NP 457. 


OLDER MODELS CAN BE MODERNIZED 
Any model Weaver Twin Post Lift, 
regardless of age, can be up-dated to 
handle current model cars with current 
production saddles and adjustable 
adapters, or conversion packages. 
Write us for details, giving lift model 
number and wheelbase capacity. 


Ts ee. so oe oe 


New WEAVER swiver 


SINGLE POST FRAME LIFT 


Requires minimum 
space—low in cost 


Acombination of compactnessand versatility SS} 
at low cost makes the new Weaver Swivel 
Arm Single Post Frame Lift ideal for many 
service stations. Because of the flexibility 
of its design, any American or foreign car or 
light pick-up truck can be raised at the 
chassis pick-up points recommended by the 
vehicle manufacturer. 

Long-reach, reinforced lifting arms 
swivel from a narrow, one-piece all-welded 








WEAVER MANUFACTURING COMPANY 
SPRINGFIELD, ILL., U.S. A. 


Division of Dura Corporation 











center section of extra-strength solid steel. 
They swing easily to under-chassis lifting 
points. Built-in, movable adapters can be 
adjusted to four height positions. No 
attachments are needed. 

Available in both full- or semi-hydraulic 
models. Write us for Bulletin NP 842. 


See us at 1.A.S.1. Show—Booths 2238-2248 
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GOLDEN ; 
wt ANNIVERSARY © 
~, 1910-1960 < 


Formerly Detroit Harvester Company 


NE—AND NO ONE BUILDS IT BETTER THAN WEAVER 


SERVICE SHOP 
EQUIPMENT 


50 YEARS SERVING AUTOMOTIVE SERVICE INDUSTRY 


Complete Weaver line includes: Twin Post* Lifts « Triple Post Lifts* ¢ Frame Type, Roll-on and Free-Wheel 
Single Post Lifts Unit Lifts « Bumper Jacks « Car Washers « Wheel Alignment Equipment Headlight 


k Wheel Dollies « and Air Compressors. 
Testers « Brake Testers »« Wheel Balancing Equipment « Jacks « ies « mee ees 
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What's New in Equipment... 





Portable lubricator 


. .. for easy on-or-off-lift service is called 
the Aro-Pak. Permanently air-primed 
from service-station air hose; carried by 
shoulder strap; holds 5 lbs. of. grease; 
fitted with convenient length of hose. 
Suggested list price $31 complete. Aro 
Equipment Co., Bryan, Ohio. 


. . of improved design replaces Scully 
Type COM. The new nozzle comes with 
a fully repairable swivel attached. The 
nozzle-swivel combination weighs only 
4% Ibs. and is available for use with 
1%-in. or 1%-in. hose fittings. Scully 
Signal Co., Dept. N, Melrose, Mass. 


Ratcheting socket 


. . » for servicing spark plugs is said 
to be the equivalent of three tools, a 
holding socket, reversible ratchet and a 
short extension, combined into a single 
tool 3%-in. long. Plugs fit solidly in 
Neoprene-line socket. Herbrand Toois, 
Fremont, Ohio. 


Swivel-arm lift 


. is said to raise any car, regardless 
of frame, at pick-up points recommended 
by car manufacturer. Three models are 
available: air-oil semi-hydraulic; air-oil 
full hydraulic; and electric-oil full hy- 
draulic. Weaver Manufacturing Co., 
Springfield, Ill. 


Lube additive 


. . called Ortholeum 302 antioxidant, 
is said to reduce bearing corrosion, oxi- 
dation and acid formation in mineral 
and synthetic oils as well as in greases. 
Inhibits viscosity change and copper 
corrosion in synthetic lubricants. E. J. du 
Pont de Nemours & Co., Wilmington, 
Del. 


Mobile Jet Fueling Unit 


Waste receptacle 


. is easily attached to the wall where 
it can’t be pushed around or upset. 
Makes floor cleaning simple; saves space; 
has side access for emptying; key pre- 
vents scattering of contents by vandals or 
mischief-makers. ‘Bennett Manufacturing 
Co. Inc., Alden, N.Y. 


Cell tester 


. incorporates adjustable prods that 
are said to span easily all types of 
battery cells. The new King model CC-5 
cell tester has scale segments marked to 
indicate immediately, charged, dis- 
charged or dead cells. King Electric 
Equipment Co., 9123 Inman Ave., 
Cleveland 5, Ohio. 


BOWSER Inc. is producing jet fueling units at Ft. Wayne for the Air Force. 
V. C. Gehron (left), manager of the Bowser Defense Div., and George Spohr, 
project engineer, check the first delivery on a million-dollar contract for 42 units. 
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NEW JERSEY 








BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


TELLS THE 


TAX 


STORY! 


LARGE SIZE 
10” x 12” 





EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 





OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 

Westinghouse, 0.P.W. 
= tune, Huffman, Goodrich 
Air, oil, Hydraulic and Gas 
Hose and oupling Service 
SALES—PARTS ENGINEERING SERVICE 











PENNSYLVANIA 





PAUL WAGNER, INC. 

Petroleum Maintenance & Equipment Sales 
DISTRIBUTORS FOR: —~ Pumps & Equipment, 0.P.W. 
Valves and Fittings, German-Rupp, Till-Rite Pumps, 
Whiteway Lighting, Saylor-Beall Compressors, Granco 
Pumps & Meters ond National Hose, Red Jacket Sub- 
mersible Pumps. 

211 Lincolnway West, New Oxford, Pa. 

MAdison 4-4131 











E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 





VIRGINIA 


fFashoy' Pumes foe 


For every size consumer- 
commercial account. 


ee 3 Le COMPANY 
5006, 
Richmond 50, Virginia 











Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 
Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 











Equipment 


Buy iste ie f 
peu Wis \ 2 i > 


For Railway Diesel Service 


THIS FARRELL diesel refueler has a 1,500-gal. tank on a White 302264 tandem 
axle, hydraulic-tilt-cab truck. The truck also carries 70 cu. ft. of sand, 80 gal. 
of water; and 90 gal. of lube oil. 





Hoist jack Night switch 


. = -at-dusk, off-at-dawn 
. can be used under the hoist where - + « Is a new on-at-dusk, of 

it is essential that the weight of the car automatic switch called asp oar 
be removed. Has a capacity of raising Built-in tume delay counteracts effect M 
1,500 Ibs. at 100 Ibs. air-line pressure. auto headlights or other temporary light 
Lightweight and convenient handle per- flashes. bi — Lae - rsauiae il 
mits moving as needed. Branick Manu- proof case. Schact Electronic Manufac- 
facturing Co. Inc., 2600 Third Ave., N turing Co., 1213 St. Emanuel, Houston 
Fargo, N.D. 3, Tex. 


Glass tinting Pump interlock 


wer . . aan built into registers of the 
. by means of a liquid plastic applied a: ee . 

on the inside of service-station show Bennett kapvargeano yea Peat 
windows is said to give the convenience pone * ee ae ilabl 
of factory-tinted glass at a fraction of until dials are returned to zero. Availal 7 
the cost and to reduce heat load through as cr ggel on — pumps Of @ S COR 
windows up to 82%. American Glass version parts kit. Bennett Pump Div., 
Tinting Corp., PO Box 6565, Houston John Wood Co., Muskegon, Mich. 


5, Tex. (Continued on page 128) 
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Wheaton 
Type 680 
Spring Balance 
Loading 
Assembly 


Wheaton Type 682 
Spring Balance 
Loading Assembly i 




















This new loader combines long 
range with great flexibility and 
economy. Its 11 foot extension 
gives 20 foot range between 
manhole covers. During load- 
ing, assembly remains in tank 
manhole without being held 
down; when loading is com- 


One of these 


An economical, fast-loading 
assembly that is outstanding 
in shockless, flexible, easy 
operation. Single spring 
balance holds the assembly 
in operating position when 
sliding tube is extended. 
When loading is completed, 


Wheaton 


pleted, pre-set spring balance 
carries assembly to any desired 
angle from 10° to vertical. Does 
not require a sliding tube. 


sliding tube is collapsed and 
pre-set spring carries the 


Loaders poy TA, Bere 
will exactly 
fill your needs 


Wheaton Type 682-B Wheaton Type 683 

Spring Balance ne Spring Balance 

Loading Assembly n , Loading 
: rf : \ Assembly 

This new loader tops them all in 
range. Its 17 foot extension gives 32 
foot range between manhole covers, 
and does not require a sliding tube. 
Boom holds primary arm, providing 
great strength and flexibility. Em- 
bodies the same single spring balance / 


feature as Type 682. This loader has the same features 


and equipment as Type 680, but 
the mounting is inverted. It is 
designed especially for mounting 
directly from overhead tanks or 
overhead piping, and is ideal for 
smaller bulk plants. 




















| assures great flexibility and balance 








Type 641 Spring Balance 





Both the main counterbalance torsion spring and 
the snubber spring are made of the finest selected 
S.A.E. 1065 tempered M.B. spring material, and 
in a recent independent laboratory test this unit 
was subjected to a three week actuation test of 
approximately 18,000 - 120° movements, with no 


adjustments required for loss of spring life. This 
Wheaton feature is one of the most important 
developments in loading equipment—and one of 
the reasons why these precision loaders offer you 
so much more for your equipment dollars. Send 
for Catalog No. 65, which describes the full line. 


Available in brass, aluminum and steel, for petroleum, chemical and petrochemical speci- 
fications. 2", 242", 3" and 4" sizes; Teflon, Viton and all synthetic packings available. 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Emco 6.M.B.H., Allendorf, Germany * Ljungmans, Malmo, Sweden * Baza S.R.L., Buenos Aires, Argentina, S.A. 


bie Wheaton 


the best by every standard 
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FOR FARMS, FLEETS, INDUSTRY, ETC. 


BIGGER and BETTER 


at the same LOW price 


More than ever before the GASBOY 
Starliner 100 offers you important 
advantages found only in high priced 
pumps. Now four inches taller for 
greater streamlined attractiveness 
and convenience in use—the big 
ROLLER REGISTER is easier to read 
... the full size nozzle is handier and 
protected in its recessed holder. 

In addition to the ‘new look”, there 
is the famous 14 g.p.m. million-proof 
belt driven pumping unit... the ac- 
curate lifetime bronze meter... the 
negligible maintenance factor. 

Any way you look at it... at 
any price ... GASBOY Starliners are 
your best buy! 


SEND TODAY FOR NEW CATALOG 
102 Models To Choose From 


REPRESENTATIVES IN PRINCIPAL CITIES 


“WILLIAM M. WILSON’S SONS, INC. 


LANSDALE, PA. 
MANUFACTURERS OF GASBOYS KEROBOYS. ONBOYS AND ROTABOYS 





Equipment 


Folding steel boxes 


. . . for warehouse storing and shipping 
have a keyhole locking device and hinges 
that permit all four sides to be folded 
for storage when not in use. Folding is 
accomplished by lifting and lowering the 
sides without the use of tools or small 
parts. Palmer-Shile Co., 16061 Fullerton, 
Detroit 27, Mich. 


Quick coupler 


. . . for cargo hose is said to be a simple, 
efficient device for making a leakproof 
connection in one-fourth the time re- 
quired by the conventional drift-pin, nut- 
and-bolt method. Also saves on annual 
bolt and nut replacements. Camlock 
Flange Sales Corp., 39 Redfern Ave., 
Inwood 96, L.1., N.Y. 


Literature ... 





Tank cars 


. . and other products and services 
available to the petroleum industry are 
described in a new catalog. Included 
among the services are field erection of 
large tanks and leased storage facilities 
at six terminals. General American 
Transportation Corp., 135 S. LaSalle St., 
Chicago 90, Ill. 


Aircraft fueling 


. and service reels are described in 
a new Hannay brochure. Illustrations in- 
clude 1,200-gpm jet fueling trucks and 
hydrant carts; stationary avgas pumps; 
and multiservice lube trucks. Supplement 
gives detailed information on Hannay 
reels, with drawings. Clifford B. Hannay 
& Son Inc., Westerlo, N.Y. 


Fleet catalog 


... contains specifications on commercial 
and industrial applications of AC prod- 
ucts. Sections cover AC spark plugs, oil 
filters, fuel pumps, air cleaners and gaso- 
line strainers; service tool information; 
replacement part conversion listings. AC 
Spark Plug Div., General Motors Corp., 
Flint 2, Mich. 
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Measurement symposium 


. compares and discusses methods of 
measuring the contents of tanks in 
which petroleum products are stored. 
Includes papers by C. L. Peterson and 
E. F. Wagner, Atlantic Refining; H. E. 
Sims, Esso Standard; Murray A. Levy, 
Southern Pacific Pipe Lines; George D. 
Robinson, Gilbert & Barker; and L. S. 
Wrightsman, Humble Pipe Line. Price 
$2.25. American Society for Testing 
Materials, 1916 Race St., Philadelphia 3, 
Pa. 


Repair manual 


. for aluminum tank trailers is basi- 
cally a_ specialized welding manual 
containing more than 30 _ black-and- 
white pictures of actual welding se- 
quences and preparatory steps with 
diagrams of edge preparation and di- 
mensions, Aluminum Co. of America, 
770 Alcoa Bldg., Pittsburgh 19, Pa. 


Gasoline additive 


. . called Centrol S-41-K is evaluated 
in a 22-page brochure reporting on an 
extensive series of tests. Details cover 
qualities of carburetor detergency and 
anti-icing, as well as effect on valve de- 
posits and surface ignition. Central Soya 
Co., Inc., 1825 N. Laramie Ave., Chi- 
cago, Ill. 


Gate valves 


. of lightweight design with nylon 
discs, in four styles, are intended espe- 
cially for tank-truck insta!lation. Bulle- 
tin explains how aluminum bodies and 
bonnets with nylon discs results in a 
weight of 7 Ibs. per valve. OPW Corp., 
2735 Colerain Ave., Cincinnati 25, Ohio. 


Cleaning bulletin 


. . describes the Sellers rotor-jet method, 
claimed to be a quick and economical 
method of cleaning the inside surfaces 
of storage tanks, truck tanks or tank 
cars with solid streams of high tem- 
perature liquid. Sellers Injector Corp., 
1600 Hamilton St., Philadelphia 30, Pa. 


Equipment Suppliers . . . 





Hadden Pump & Equipment Inc. is the 
name of a new oil-equipment house or- 
ganized by Don Hadden, former market- 
ing executive with Roper Hydraulics. The 
new firm is located at 3015 N. Rockton 
Ave., Rockford, Ill. 


7 
Granberg Corp., meter and pump man- 
ufacturer of Oakland, Calif., has been 
sold to the American Meter Co., of Phil- 
adelphia. Granberg Corp. will be oper- 
ated as a subsidiary. 


& 

Tokheim of Canada Ltd. has acquired 
a new factory and office building located 
at 87 Queen Elizabeth Blvd., Toronto 18, 
Ontario. 


Allegheny Valve Co. of Warren, Pa., 
has made available for training purposes 
an emergency-valve demonstrator, The 
outfit, complete with cable, conduit and 
base, consists of valve operator, valve, 
and remote control. 

7 

Olin-Mathieson is building new facili- 
ties at its plant in Brandenburg, Ky., 
for the production of propylene oxide 
used in the manufacture of petroleum 
additives, synthetic lubricants and hy- 
draulic fluids. 


Ford Motor Co. has available a new 
directory of all Ford heavy-duty truck 
dealers. The 27-page directory also in- 
cludes addresses and phone numbers of 
Ford’s 35 district sales offices. 


* 

The Milwaukee Valve Co., formerly a 
subsidiary of Controls Co. of America, 
has been sold to a group of Chicago in- 
vestors. The company will continue to 
operate under its present name and will 
continue its present sales and manufac- 
turing practices. 





no time for a 
compressor 
to quit... and 


luincy 


doesn't! 


profit and loss. 


for a long time. 


Get the Quincy facts now. 


SEE THE NEW “Q-LINE” 
— the complete line of 
air compressors from 1 
te 90 CFM. 


uincy 


COMPRES by | 
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Reliability of your compressor can 
often mean the difference between 


For 40 years, QUINCY has been building dependability into every 
compressor that has come off the production line. This month-in, 
month-out quality has been proved by operators all over the world 
And these men will be the first to tell you that 
economy goes right along with Quincy reliability. 


QUINCY COMPRESSOR CO., QUINCY, 
Makers of the World's Finest Air Compressors 





Thcees Us Hose Lele 
KING” 


“Ol 


OIL SUCTION AND DISCHARGE HOSE 


Check with the companies who use it—they’'ll tell you that “OIL 
KING” handles easier; takes harder punishment; and lasts 
longer in service because its special “Synplastic’® tube is so 
highly impervious to the deteriorating action of oil and gaso- 
line. Replacement costs are lower. 


“OIL KING” specifications include: Smooth Bore—Sizes 4" to 12" 
— Working Pressures to 200 Ibs.—Maximum Lengths of 50 feet. 


“tf it’s GOODALL, it MUST be Good!” 


Contact Our Nearest Branch for Details and Prices 


Standard of Quality—Since 1870 HOSE + BELTING - FOOTWEAR + CLOTHING 
AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GOODAL Company 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED, STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 





Equipment 





Equipment People .. . 
alla George A. Four- 


nier has been man- 
ager of the New 
York district sales 
office of the Shand 
/ and Jurs Co., a sub- 
* sidiary of General 
Precision Equip- 
ment Corp. Four- 
nier has been with 
Shand and Jurs 
since 1949, first as a 
sales engineer and 
later as assistant 
manager of the New York office. He 
succeeds R. F. Ley who is now assigned 
to special accounts for the most part in 
the export field. 


Fournier 


s 

Walter F. Heaton has been named dis 
trict sales manager for Roper rotary- 
pump products for the state of Iowa. He 
will supervise the Roper distributor or- 
ganization in Iowa making his headquar- 
ters at 1918 Johnson Ave., N.W., Cedar 
Rapids, Iowa. 


Sheehan Haldeman 


David W. Sheehan and Harold W. 
Haldeman have been named territory 
managers in the North Atlantic states by 
the White truck division of the White 
Motor Co. Sheehan takes charge of dis- 
tributor locations in metropolitan New 
York and northern New Jersey; Halde- 
man heads the outlets in Connecticut, 
Maine, Massachusetts and Rhode Island. 
Sheehan was formerly national used- 
truck sales manager and was at one time 
with Cummins Engine Co. Haldeman has 
been manager of service sales. 

. 


R. E. Law has 
been named prod- 
ucts manager, oil- 
heating products, of. 
Controls Co. of 
America’s _ heating 
and air-conditioning 
controls division. 
The former sales 
manager of Breese 
Burners Inc., suc- 
ceeds R. W. Sloane 

Law who is now director 

of engineering. 

Harvey B. Wilgus, former general sales 

manager of the company’s automotive 

and appliance controls division, has been 

named as assistant director of sales in 

the heating and air-conditioning controls 
division. 
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BENNETT 
ADVANCED DESIGN FOR MODERN STATION PLANNING 
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New low Two Thousand pumps— 
elegantly modern, yet classically simple 
—complement every contemporary 
design trend and lead the way 
to further forward thinking 
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for the service station of the future. 
“Trim Twin” pumps are exactly the 
same width as single pumps; enable 
marketers to double island 
capacity without sacrificing space. 
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NEW BENNETT LOW PROFILE LIGHTLESS PUMP 


Bennett’s new unlighted pump features the @ Anodized aluminum top, side and 
sleek modern design and quality construction upper door panels 
that have made Bennett the oil marketer’s 
Standard for Comparison. 


© All-metal “fuel-proof” meter @ 2100 Series lightless pumps available in 
e@ Hi-hose outlet gives perfect all models (cable retraction only) 
hose drape with greater length ; 


@ Dial face advertising space for 
merchandising impact 


JOHN WOOD COMPANY BENNETT PUMP DIVISION, MUSKEGON, MICHIGAN 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland 
Dallas * Denver ¢ Detroit * Kansas City * Los Angeles * New Orleans * New York * Philadelphia 
Pittsburgh * Rochester « Salt Lake * Seattle « St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto * Montreal * Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y., Cable ‘““WOODINTER” 


LITHO INUSA 





What's New in TBA... 
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EXTENDED SHELL 


Extended shell plug 


. is a new design said to give the 
benefits of extended tip without side-wire 
burning and excessive gap growth. A 
small collar extends into the combustion 
chamber, permitting the side electrode to 
be shortened to normal length. AC Spark 
Plug Div., General Motors Corp., Flint 
2, Mich. 


Pressure cap 


. .. for radiators is a new design said to 
eliminate the scald hazard in servicing 
pressurized cooling systems. By pushing 
a green button that forms the center of 
the cap, pressure in the cooling system is 
vented out through the radiator over- 
flow. Truckstell Manufacturing Co., 3490 
W. 140th St., Cleveland 11, Ohio. 


New tire valve 


. . . may be installed in inner tubes by a 
self-vulcanizing process using Schrader’s 
special fluid combined with Chemical 
Cure as supplied with Schrader tube and 
tubeless repair kits. A. Schrader’s Son, 
Div. of Scovill Manufacturing Co., 470 
Vanderbilt Ave., Brooklyn, N.Y. 


Tread rubber 


. combines a new fast-curing com- 
pound with shelf life comparable to con- 
ventional tread rubber. Manufacturer 
claims the new material completely cures 
in 36 minutes, compared with 55 min- 
utes for an average passenger tire. Avail- 
able in all truck and passenger sizes. 
Dayton Rubber Co., Dayton, Ohio. 


TBA Suppliers .. . 


Big Four Industries gave its salesmen 
a look at its big, new plant in Cincinnati 
during the national sales convention held 
at the home office last October. A novel 
feature of the new plant is a nondenomi- 
national chapel in one corner of the 
building. 

The meeting itself had two unusual 
features. The first was a program of 
business sessions lasting from 9 a.m. to 
11 p.m. The second was participation by 
wives in some of the general sessions and 
also in a series on phone procedure, or- 
der writing, correspondence, and equip- 
ment and parts identification. 





a 

National Oil Jobbers Council has acted 
once again, as it has in previous years, to 
reject a group-buying proposal. Latest 
plan, voted down at annual meeting in 
Chicago in November, concerned joint 
buying of a private-brand, glycol-type 
antifreeze. 

A suggestion was also made that oil 
jobbers be urged to take advantage of 
the specialized training offered by muf- 
fler, brake-lining and ignition-parts man- 
ufacturers. No action was taken because 
a majority felt jobbers are already doing 
this. 

* 

Three manufacturers, Autolite, Carter 
and Holley, have organized a consoli- 
dated program that will help simplify the 
tuneup business for service-station deal- 
ers. The program has three chief fea- 
tures: a catalog, an inventory plan, and 
training in tuneup work. 

The three firms are offering a joint 
catalog together with a single price list 
giving prices and part numbers for all 
three manufacturers. 

They are also offering a special storage 
cabinet designed to hold adequate stocks 
of Autolite, Carter and Holley tuneup 
parts for both fuel and electrical systems. 

The inventory plan will recommend 
that dealers stock only fast moving parts 
for the most popular domestic cars and 
light trucks. 

Training courses in tune-up funda- 
mentals will be conducted locally by fac- 
tory-trained instructors. 


TBA People . . . 


W. T. Keller, former TBA manager at 
Tidewater Oil Co., New York, is now 
merchandising manager for the automo- 
tive division of Batten, Barton, Durstine 
& Osborn, New York advertising agency. 
Among others, the agency handles ad- 
vertising for Du Pona’s antifreeze and 
No. 7 specialties lines. 

e 





Louis J. Thieken is now tire and bat- 
tery manager in the TBA department of 
Standard of Ohio. He has been on presi- 
dent Charles E. Spahr’s staff, directing 
the company’s “Sales Through Employe 
Participation Program.” Thieken takes 
over from William S. Conklin, who is 
now accessory manager. 
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Model 789 Fleetmaster Pump Model 98 Tirefiator 


with Ticket Printer 


Model 248 AWC Islander 
with Cash Box 


Mode! 506 Barrel Pump 


Model 760 Highboy 


Model 32 Hose Reel 


Model 100 BMF 
Grease Dispenser 


Each of these Bennett prod- 
ucts is built to be the finest 
of its type. For superior per- 
formance and maintenance 
economy, Bennett equip- 
ment is the oil marketers’ 
Standard for Comparison. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto « Montreal * Winnipeg * Vancouver 
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st A BATTERIES 
SERVE ALL CUSTOMERS 


Never before such a market-tested 
opportunity to put so many battery 
sales into your profit picture — for so 
small an investment in such a fast 
turn-over inventory! Just 4 M.O.S.T. 
System batteries will serve every pas- 
senger car that drives in for a battery 
change-over. Never a need to stall a 
customer, lose a sale, or carry a hodge- 
podge of batteries that seldom sell. 


PATENT AWARDED FOR 
DRY CHARGE PROCESS 


U. S. Patent No. 2911457 has been 
issued to Globe-Union for its unique 
method of producing instantly-acti- 
vated dry charge batteries. Although 
the patent award is recent, Globe cus- 
tomers have benefited by this remark- 
able design for over 5 years. Creative 
packaging has helped sell them too. 
Globe pioneering can put you ahead 
— can boost your battery sales to a 
new high in ’60. 


SPINNING POWr, 


With M.O.S.T. System batteries 
you get exclusive features that make 
them the TOP line. For example: One 
piece covers, with Grip Ridge*, Sure- 
Lok* Channels and vivid colors for 
dynamic sell-on-sight displays, 


Globe Spinning Power Batteries 
are also available in a complete 
line of AABM sizes for trucks, 
tractors, buses, etc, 


*Pat. Pending 





FASTER, LOWER- 
COST DELIVERY 











from these sixteen strategically lo- 
cated plants (15* producing dry- 
charged batteries) 


*ATLANTA, GA., *DALLAS, TEXAS, *EM- 
PORIA, KANSAS, *HASTINGS-ON-HUDSON, 
N. Y., #HOUSTON, TEXAS, *LOS ANGELES, 
CALIF., *LOUISVILLE, KY., *MEDFORD, 
MASS., *MEMPHIS, TENN., *MILWAUKEE, 
WIS., *MINERAL RIDGE, OHIO, OREGON 
CITY, ORE., *PHILADELPHIA, PA., *REIDS- 
VILLE, NO. CAROLINA, *SAN JOSE, CALIF. 
..and now to better serve the 
South the modern new plant at 
*Tampa, Florida shown above. 


i GLOBE-UNION INC. 


SPLIT-SECOND STARTING MILWAUKEE 1, WISCONSIN 
if it's Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 
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TBA 


STRAWS IN 
oe > @ Damn’ @ On B DB) 


By FRANK C. STURTEVANT 


FTC Gives Approval to 
Commission-Override 
Plans in TBA Marketing 


THE HEADLINE ABOVE is quite 
different from those that announced 
recently a Federal Trade Commission 
decision against three oil companies. 
Those headlines spoke only of an FTC 
cxaminer’s finding that Texaco, At- 
lantic and Shell had “coerced” some 
of their dealers into handling spon- 
sored TBA brands. 

Thus the coercion angle got the 
big play in the news, creating the mis- 
taken impression that the oil com- 
panies lost out in the so-called “com- 
mission-override cases.” The truth is 
they came out very well. Along with 
their codefendants, Goodyear, B. F. 
Goodrich and Firestone, they won a 
significant victory. 

Override Triumph—tThe victory 
they won was buried in the less 
prominent sections of examiner Earl 
J. Kolb’s ruling. As an almost inci- 
dental part of his findings, the ex- 
aminer upheld the legality of contracts 
whereby an oil company collects a 
7.5% or 10% commission for spon- 
soring and promoting the sale of a 
rubber company’s line of TBA goods 
through the oil company’s dealers. 

There was far more at stake in 
the attack on the commission way of 
TBA marketing than in the question 
of coercion. The point has long since 
been established that an oil company 
may not legally use the threat of lease 
cancellation to get a dealer to buy 
certain brands of TBA, or in fact to 
buy anything. All major oil companies, 
including Texaco, Atlantic and Shell 
have publicly adopted a “no pressure” 
policy. 

Therefore, the examiner’s ruling 
only commands Texaco, Atlantic and 
Shell to “cease and desist” doing 
what they insist they haven’t been do- 
ing and don’t intend to do any way. 
In their view, they'll be in compliance 
with the ruling if they just keep on 
as they are. 

It would be something else again 
if there had been a finding adverse 
to the override commission contracts. 
That would have thrown a shadow 
of doubt over long-range future plan- 
ning. ‘ 

For a long time these companies 
and others with similar TBA programs 


lived with an uneasy feeling that some 
day commission-override contracts 
might come under fire. They were at 
pains to preserve examples of what- 
ever they did to further the sale of 
sponsored TBA lines. All of this evi- 
dence they accumulated against the 
day when they might be called on to 
justify the 7.5% or 10% commission 
the rubber companies paid them. 

It’s hard to see what’s wrong with 
selling on a commission basis, a meth- 
od long regarded as sound and effi- 
cient. Nevertheless there’s been a 
vague fear that the rubber company 
payments, being of a secondary or 
override type, might somehow be sus- 
pect. Indeed, by some mutual consent, 
nobody used the word “override.” 

That uneasy feeling even spread to 
Canada, where commission-override 
programs are more widespread than 
here and where aufomotive whole- 
salers as well as rubber companies 
make commission arrangements as 
suppliers to oil-company outlets. The 
rubber companies both here and in 
Canada shared in this uneasiness; they 
never publicly spoke of their supply 
arrangements with oil marketers as 
being on a commission basis. 

When the attack finally came it was 
obscured by much repetitious testi- 
mony from dealers as to whether they 
were “coerced” into buying sponsored 
TBA. In reality that was the least 
important of the complaints, although 
perhaps not in the view of FTC. 

At any rate, FTC did present its 
arguments against TBA commission 
contracts, and oil companies joined 
with the rubber manufacturers to de- 
fend them. At the end, examiner Kolb 
couldn’t find anything illegal with the 
contracts, and so ruled. 

It’s not strange therefore that 
Texaco, Atlantic and Shell are well 
satisfied with the outcome of this long- 
drawn-out controversey. They, and 
many other oil marketers who oper- 
ate on the commission plan find it 
suits them better than the conven- 
tional purchase-and-resale method of 
TBA marketing. 

They want to continue on the com- 
mission plan without any misgivings 
as to its legality. This ruling should 
remove a lot of doubts. 

High-Priced Results—It would be 
a blessing if we could have an end 
to such extravagant inquiries into 
dealer coercion. There’s a tremendous 
cost piled up in three years of hear- 
ings held in many parts of the country. 

That kind of legal wheel-spinning 
gets nowhere and proves nothing new. 
Surely the public, and certainly busi- 
ness people, would be money ahead 
if there were something clear-cut and 
definite in this field of business regu- 
lation. 
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BUILD 
CONSUMER 
ACCOUNT 
VOLUME! 


Give your customers 
3-way fueling economy! 


1 Accurate fuel costi control 


9 Faster, safer refueling—easy- 
to-read horizontal dial face 


3 Padlock provision to end 
pilferage 


Bennett quality features — direct 
drive rotary vane pump, built-in 
strainer and check and by-pass 
valve—make Fleet Jr. pumps inex- 
pensive to operate and maintain. 


COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto ¢ Montreal * Winnipeg * Vancouver 
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DYE CONCENTRATES" 


MANUFACTURERS OF DYES AND CHEMICALS 
FOR THE PETROLEUM INDUSTRY 


FOR USE IN Le (Fo "= ~Also Available 


Gasolines in Dry Dye Form. 
Diesel Fuels 


‘ ae : Dye concentrates can be 
Fuel Oils is . prepared to specifications. 
Lubricating Oils 


Automatic Transmission Fluids Samples and description upon request. 
Break-in Oils and Greases . CALL US COLLECT FOR FAST ACTION 
' PHONE MUlberry 4-1726-7. 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 
*Patent Pending 


Manufacturing Division: 335 McLean Blvd., Paterson 4, New Jersey 
Marketing Division: 24110 Carew Tower, Cincinnati 2, Ohio 
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It's Not All Beer and Skittles 


HE COMEBACK TRAIL is tough in any league and oil marketing is no excep- 
tion. A good case in point is distillate prices. In major consuming areas of the 
country, peak demands of the new year are coming, but price levels are anemic. 

Distillate demand has been running at a good pace. But prices in the Gulf and the 
East seem to have as much a chance of reaching last year’s highs as the proverbial 
snowball in you know where. 

Wholesale prices for distillates in Chicago appear to have the best chance of 
reaching last year’s highs. At mid-December, No. 2 fuel looked good at 9.625¢ 
gal., or 0.875¢ gal. from last winter’s peak. And unless an oversupply position sud- 
denly appears, prices ultimately may not fall short of last year’s peak. 

On the East and Gulf Coasts, prospects are downright gloomy. Marketers in mid- 
December anticipated another price boost on the East Coast. But even if prices were 
to advance another 0.5¢ gal., they would still fall short of last year’s highs by 
about 0.9¢ gal. 

The story is much the same on the Gulf. At mid-December, cargo-lot quotations 
for heating oil rose to 8.375¢ gal.; but with only three “good” heating-oil months 
left, the 9.875¢ high quotation of last year is almost out of sight. 

Behind the apparent deflated price levels in the East and Gulf is a more-than- 
abundant supply position. In early December, Texas-Gulf distillate stocks were ap- 


MARKET OUTLOOK 


proximately 30% higher than a year ago with East Coast inventories roughly 17% 
higher. Only sharp cutbacks in refinery runs coinciding with good demand will aid 
East and Gulf markets. But betting is that it’s already too late. 


The Cinderella Story 


Watch kerosine prices this winter. Once the chief money-maker for the petroleum 
industry, this product is writing its own Cinderella story, with Prince Charming rid- 
ing a jet plane. Military and commercial jet demand is keeping kerosine’s consump- 
tion steady throughout the year, so the trade sees sharper price swings from now on 
as the heating load rises and falls. 





Accent on No. 1 

The extreme scarcity of No. 1 oil in the Mid-Continent market may result in a 
larger differential over No. 2. Refiners are leaning toward an increase from 0.75¢ 
to 1¢ gal. over the 2-oil price. But already-written jobber and interrefinery contracts 
probably will preclude any change until next fuel-oil season. 

No. 1 tightness is credited to (or blamed on) the rise in jet engine demand. Fur- 
thermore, refiners note that the No. 1 cut is relatively inelastic, and output is fixed in 
direct ratio to crude runs. 




















YOUR GUIDE TO NPN PRICES 








Market barometer .. ‘ 
Refinery and terminal prices 
Key crude oil prices .. 

Tank wagon prices .. 
Gasoline consumption by states 
Gasoline prices for 55 cities 
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This is one of a series of ads which Gulf has addressed to those who 
write and edit the news. It is reprinted here as a service of information. 








GULF PRESS CONFERENCE 


A service of Gulf Oil Corporation in the cause 


of creating—through the facts as we see them 





—a fuller understanding of the oil industry. 


Is there a fuel crisis? 


The coal people say there is. And they suggest that Uncle Sam step in. 


Historically, our fuel industries have grown the freely competitive way. 
Yet here we have one of them turning its back on that way. If only be- 
cause the implications reach into all business, a few questions should be 
raised. What, exactly, are the facts?... 


Q. What are our fuel problems as the 
coal industry sees them? 


A. According to the coal people, we are 
in danger of running out of fuel. Any 
lack of energy, they point out, would 
threaten our economic development. Al- 
ways near the surface, of course, is the 
fact that coal’s share of the fuel market 
has shrunk, 


Q. What does the coal industry want the 
government to do about it? 


A, Coal asks for a single, over all “na- 
tional fuels policy.” In the words of 
Joseph Moody, president of the National 
Coal Policy Conference, this would “in- 
sure an adequate energy supply for our 
nation while at the same time promoting 
the healthy and balanced development 
of the American economy.” 


Q. Precisely what would coal’s policy call 
for? 


A. The Senate resolution coal’s spokes- 
men introduced in August would have 
the government consider “the optimal 
allocation of the various fuel and energy 
resources to their most productive eco- 
nomic uses, including such considera- 
tion as the geographic distribution of 
these resources and the development of 
balanced and interrelated regional fuel 
economies.” 


Q. Why wouldn’t such a policy be helpful? 


A. In the first place, the kind of crisis 
coal talks about simply does not exist. 
We are in no present danger of running 
out of oil, natural gas or coal. And the 
competition among fuels has actually 
promoted the development coal refers to, 
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Q. Do the coal interests really want to 
see their industry controlled? 


A, Coal denies the policy would mean 
controls. But the word “allocation” in 
that Senate resolution is enough to 
frighten any businessman, It would prob- 
ably lead to end-use controls on fuels. 


Q. Are any of the other fuel industries 
for coal’s program? 


A. Let them speak for themselves, Ac- 
cording to Frank Porter, president of 
the American Petroleum Institute, “We 
will fight hard to protect our industry 
and its customers from unjust restric- 
tions.” And John Ferguson, executive 
director of the Independent Natural Gas 
Association, says the policy “has as a 
principal purpose the curtailment and 
prohibition of the use of natural gas.” 


Q. What of the consumer? Might he not 
gain from such a program? 


A. Fred Seaton, Secretary of the Interior, 
offers an answer: “I cannot believe that 
it would be appropriate or just for the 
government to distort the picture by pre- 
venting the function of normal economic 
forces. I do believe the consumption of 
fuels should continue to be determined 
by such forces as relative costs at specific 
locations, efficiency of use, dependability 
of supply, cleanliness, convenience and 
ease of control.” 


Q. Are you saying coal would be the only 
beneficiary of the policy? 


A. Yes. And at the expense of oil, natural 
gas and the consumer. At the expense, 
in short, of our economy as a whole. 
Coal has failed to show a truly national 


justification for its policy. If there is a 
fuel crisis here, it is the one coal’s policy 
would bring on, 


Q. But if there is no policy, what of coal’s 
future then? 


A, It is true coal’s share of the market 
has shrunk from 70 per cent in 1926 to 
less than 30 per cent in 1959, But coal 
has a future. Secretary Seaton cites these 
figures. The U, S. will use 5 billion bar- 
rels of oil in 1975 compared to 2.7 bil- 
lion in 1955, 19 trillion cubic feet of gas 
to 9.1 trillion. And we will use 775 mil- 
lion tons of coal to less than 450 million. 


Q. Isn’t coal essential to our national se- 
curity? 


A. Of course it is. But no more so than 
oil and gas. It’s worth remembering the 
oil industry has been cooperating with 
the government since World War I. A 
good recent example is the commenda- _ 
tion the oil industry earned from our 
government for cooperating in the 1956- 
57 Suez crisis to stave off a European oil 
shortage. 


Q. Hasn’t a National Energy Board re- 
cently been proposed in Canada? 


A. Yes. But Canada is concerned mainly 
with export and import of natural gas 
and oil. This demands some international 
negotiation at the official level. The board 
could suggest a domestic policy for all 
fuels, But the validity for such a pro- 
gram north of our border does not auto- 
matically extend south of it. 


Q. Elsewhere in the world, what is the 
trend in fuel coordination? 


A. The British attitude is fairly typical. 
Although Britain faces a glut in coal 
from state-owned mines, Fuel and Power 
Minister Richard Wood told the miners 
in November he “could not encourage 
any hope of measures to restrict the use 
of oil or to force fuel-consuming indus- 
tries to use coal,” 


We welcome further questions and comment, 
Please address them to Gulf Oil Corp., 
Room 1300, Gulf Bidg., Pittsburgh 30, Pa. 
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Refinery and Terminal Prices 











All prices are supplied by Platt’s Oilgram Price Service, NPN’s as- 
sociated publication. Arrows indicate upward and downward move- 
ment of the price preceding the arrow. Prices as of December 14. 
Last previous listing: November 17. 


Motor Gasoline tine Biestne/Woet Founs 
Gulf Coast Cargoes— 


100 oct. prem... .12.625W-14 
12.25W-13.25 
12-13 


11.75W-12.625 
1.5 25 


12 5 
. .11,875—12 5 


--15.375—16 25 


15.7-18.2 


Kans. (For Kans. destinations only) 
13.2-15.7 v-1 


99 oct. prem 14.5W-14.75V 
91 oct. reg 11.5V-11.75V 


Western Penna.—Bradford-Warren 


Buffalo, N. Y. 
98 oct. prem,....18.9 


11.25-11.5 
Detroit, Mich. 
98 oct. prem... . 
92 oct. reg. 


oe Tex. 


-13.85-15.5 


98 ok 
11.6-13.25 a ee 


94 oct. prem 
§8 oct. reg....... 11.5 
84 oct. reg 11 1W-12.6 


Tank Car: 


-14.6 
12.65 
11V-12.6 


98 oct. prem..... 13 ay. 15.7 


Tank o— ~— or more) 
98 . -21,3-22.3 
17.8-17.9 


San Francisco District 

Tank Truck (400 gal. or more) 
98 oct. prem... . .21.8-22.8 
88 oct. reg 18.3-18.4 


Minneapolis-St. hoe Minn. 
99 oct. prem 43V-14.68 
91 oct. reg i -68W-11.93 


Mobile, Ata. 
Prem. grade 


Distillates & Fuels 


14.5-16.2 


8, Fla. Gulf Coast Cargoes 
69 41-43 w.w. kero. .9.251-10.375 
8.375A-8.8V. 


2 8- . 
12.8-13.9 53-57 d.i. gas oi! .8.754-9.175V. 
48-52 d.i. gas oil .8.625A-8.875V 
43-47 d.i. gas oil .8.54-8.75V 
Bunker C fuel 
Bunker C fuel 
max 1% on . .$2.25-2.35 


Albany, N. 

ah ys Ne. 1. 
Wilmington, N. C. 
Prem. grade . : 
Reg. grade 11.65-12.4 


Okla. (Okla. Shpt.) 
99 oct. prem 13.5-14.75V 
91 oct. reg.......11.5-11.75¥ 


Okla. Group 3 (Northern Shpt.) 
99 oct. prem 13W-14.25V 
91 oct. reg 10.25W-11.25V 


North Texas 
++ -18.5-16.25 
os 13.5-15.75 
11.5-13.75 
oct. re .-11.5-13 
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No. 6 fuel, no 
sulf. guar. 


eens St. Paul, Minn. 
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10.93A-11. 45, 


Kerane Nol io 3A 
Kerosine, No. 1. . . 9A-10.4A erosine, NO. 
v 1 94AD.9A . No. 2 fuel. ...... 9.84 
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Buffalo, N 
Kerosine ta a. . -11.75A 
_ fuel (a)... 

th 3s 


No. 8.15 
@) Prices of some sellers to bulk com- 
consumers are 0.15¢ higher. 


Charleston, S. C. 
Kerosine, No. 1. .10.4 
No. 2 fuel. ...... 10.1 
Diesel oil, shore 


Chicago, Ill. 
Range oil, No. 1..10 oy 35A 
No. 2 fuel....... 9.6254-11.35A 
No. 5 fuel, low 
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No. 5 fuel, high 
OS RRRSELE 8.65-8.75 
No. 6 fuel, low 
“ rr sities -65 
o. 6 fue! 
sulfur......... 7.4-7.5 


Cleveland, Ohio 
aoe 

*Delivered Cleveland 
Corpus Christi, Tex, 


Houston, Tex. 
Kerosine, No. 1. . af 


Diesel oil, shore 
plants......... 9.6A-10.75 

No. ag Philadelphia, Pa 

; Kerosine, No. 1, 
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Key Crude Oil Prices (As of December 15) 
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Diesel fuel 
PS 200.......... 7.75-11.25 


$2.40-2.58 
a — (400 gal. or more) 


San Francisco, Calif. 
Diesel—PS 200...$5.30 
Bunker C—PS_ 

400 


Diesel—PS 200... 
Bunker C—PS... 
400 


Diesel 
Bunker C. . 
Vera Cruz 
Bunker C 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated. 


FOB Group 3 
Grade 26-70 
4.54 


FOB Breckenridge, Tex. 
a 26-70 


LP-Gas 


Producers contract prices, tank ears 
New York 


Philadelphia. . .. . Hn 


Oklahoma 


3 
Baton “go 625-5 .875 
New Orleans 


Lubricating Oils 


Western Penna. 
o iscous Neutrals—No. 3 Col. Vis. at 


oF. 
ag vis. (180 at ac“, 420 to 425 flash. 
t. 
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10-25 p.p........25 
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0-10 p.p........ 23 
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No. 2 col 
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New York, N. Y. 


Grade 100/1380..18. 86 — a Solvents 
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Naphtha i Lacquer diluent. .14.125-14.375 
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lestern Penna. (t.¢. in bulk) Bbis.; carloads; tank cars, 2.25¢ less. 
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Dealer T.W. Tank Car 


Tank Wagon Prices NPN Gasoline Index 
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footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where c 
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headquarters’ offices, but subject to later correction. Philadelphia, Jacksonville, Boston, and Gulf Coast. 
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Atlantic 





a or ~ ws - 
Regular 10. 
Refining Dir. Cons. Gasoline No. 1 Fuel Fuel 
T.W. T.W. Taxes + T.W. Ww. 
Philadelphia, Pa... 15,1 16.1 9.0 14.7 14.0 
Reading 5A 16.1 9.0 14.95 14.3 
*15.1 16.1 9.0 14.95 14.3 
°15.1 16.1 9.0 14.95 14.3 
*15.1 16.1 9.0 15.25 14.6 
*15.1 16.1 9.0 16.25 14.6 
°°15.9 16.9 9.0 15.5 14.65 
°°15.9 9 9.0 15.5 14.65 
#°15.9 16.9 9.0 15.5 14.65 
#°15.5 16.9 9.0 15.5 14.65 
14.6 15.9 9.0 Mi “aia 
14.9 16.5 10.0 st pai 
14.5 16.5 10.0 ER i43 
9.9 11.9 9.5 os a 
11.7 15.4 9.5 BOs a 
10.4 12.4 10.0 yoy i423 
14.0 15.5 9.0 i44 13.9 
14.0 15.5 9.0 14.3 13.8 
16.4 17.4 10.0 14.7 13.9 
15.7 17.6 10.0 15.3 14.6 
14.1 16.1 16.0 15.9 15.5 
16.6 17.6 10.0 15.7 15.0 
15.9 17.7 10.0 15.4 14.8 
14.2 16.7 10.0 pa kes 
14.9 15.9 10.0 vite isi 
14.9 15.9 10.0 i145 13.8 
13.9 16.6 11.0 14.6 13.9 
13.9 16.6 11.0 v2 
13.9 16.6 11.0 


® Fair-trade minimum service station price 
** Fair-trade minimum service station price. . 
+ State and Federal taxes only. 





: Premium-grade t.w. 3.5¢ above regular. Kerosine—Penna. add 1¢ ga 
tee tw. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 





Esso Esso Gasoline Kerosine 
(Regular) an No. 2 
Standard Dir. Cons. Gasoline No.1 Fuel Fuel 
T.W. T.W. Taxes T.W. T.W. 
Atlantic City, N.J............ 14.0 15.5 9.0 14.3* 13.8 
Newark 14.0 15.5 9.0 14.3* 13.8 
4.9 15.9 10.0 diye 14.1 
15.9 16.9 10.0 Gees gi 
14.9 15.9 10.0 ound 14.4 
15.9 16.9 10.0 15.2* 14.4 
14.9 15.9 10.0 14.5 13.8 
14.9 15.9 10.0 14.5 13.4 
14.9 15.9 10.0 14.5 13.8 
15.9 16.9 10.0 16.2° 15.2 
14.9 15.9 11.0 14.9* Seer 
14.9 15.9 11.0 16.1* ie 
14.9 15.9 11.0 15.3* ¥ed 
16.1 17.1 11.0 15.0° nee 
15.6 16.6 11.0 14.9 14.2 
15.7 16.7 11.0 15.1 14.5 
15.6 16.6 11.0 15.4 15.5 
15.9 16.9 11.0 15.4 14.8 
15.6 16.6 11.0 14.9 14.2 
15.5 16.5 11.0 jee 13.43 
15.8 16.8 11.0 wéue 14.83 
15.6 16.6 11.0 éane 13.73 
13.9 14.9 11.0 13.1° pan 
13.9 14.9 11.0 12.9° 
14.9 15.9 11.0 14.0° 
13.9 14.9 11.0 12.8* 
15.4 16.4 11.0 14.9* 
14.9 15.9 11.0 13.3° 
14.9 15.9 11.0 16.0° 
13.9 14.9 11.0 15.5* 
kate ae 11.0 15.5* 
14.9 15.9 11.0 15.4* 
E 14.4 15.4 10.5 15.7° 
*Prices apply for kerosine only. 
Heavy Fuels 
No.4 Fuel No. 6 Fuel 
I TE i ons ke die na tinbaMeoin ¢hchi0eseckeucswes $3. 852 $3.05 
WONG, Bs 0 da cha he pede kc mee bude scoctesesenussece 4.21 3.25 
Washington, D. C. 1,050 gal minimum................--++ 4.50 3.28 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries of 300 
gal or more; add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 


_ (Prices are per im: gal; to arrive at price per U.S. 
\ ] Siabarecs 1/68). 
; _— Gasoline Kerosine (WN 2 Fuel) 
ine 0. 
Oil Dir. T.W. Taxes T.W. T.W. 
Gt. John’s, NO.......ccecsscceece 22.9 17.0 24.7 18.2 
i N.8 A oot mh abe ieeewoke 21.9 17.0 23.7 17.2 
eo '§ 2 Spa) sree 21.9 15.0 25.7 17.2 
Charlottetown, P. B.1............ 23.6 16.0 26.2 18.8 
NE I ces cctcib tier cae cha 22.3 13.0 24.6 17.8 
Teh Cet... ccccedasacesscant 22.3 13.0 25.1 18.1 
NE ee eee 22.3 13.0 25.1 18.1 
Winnipeg, Man.................++ 22.3 11.0 28.5 18.4 
DREGE, Dinca cased echccdscee 24.3 11.0 28.1 20.2 
Regine, bb acdcadaledporecase 21.6 12.0 25.2 17.1 
ee VE s 24.0 12.0 27.4 17.4 
COE, ME cistacctVaencisive 20.8 10.0 24.4 16.2 
Edmonton, Alta........-..sese0s 20.3 10.0 23.9 15.7 
Vanesuver, B. Ou.ccccceccccccecss 22.3 10.0 25.4 17.1 
Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 
e 
Indiana Red Crown Gasoline Standard 
(Regular) Furnace Oil 
St nd d 2 ir. Cons. Gasoline Kerosine 1-99 100 gal 
a ar T.W. T.W. Taxes T.W. gal and over 
hicago, Ill........ 18.4 9.0 17.1 16.4 (a) 
South Bend, Ind. 16.8 18.3 10.0 18.0 16.7 7 
Detroit, Mich...... 6.5 18.0 10.0 18.3 16.6 15.6 (b) 
Mpls.-St. Paul, Minn. .... 17.8 9.0 18.0 16. (a) 
Des Moines, Iowa.. .... 17.2 10.0 18.1 16.3 15.3 
St. Louis, Mo...... 17.8 8.5 18.0 16.4 15.4 
Wichita, Kan....... 15.8 17.3 9.0 16.7 14.6 13.6 
Omaha, Nebr....... 17.3 11.0 18.7 16.2 15.2 
Fargo, N. D...,.... 16.6 18.1 10.0 2 17.5 16.5 
Huron, 8. D. arcees 16.9 18.4 10.0 19.6 17.4 16.4 
Milwaukee, Wis.... 16.1 17.6 10.0 18.4 16.9 (a) 
(a) See below for prices on larger quantities. (b) 15.4¢ for 750 gal & over. 
Standard Furnace Oj! Stanolex Fuel A Stanolex FueliC ¥ 
100-399 400 gal 1-749 750-1,499 1,500gal 1-1,499 1,500 gal 
gal & over gal &over & over gal & over 
Chicago, 15.4 14.9 11.55 11. - 10.8 10.9 9.65 
Standard Furnace Oil 
100-174 175-849 850gal 1 350 gal 
Si Bat pthinwaa naene dacs <, ae sean 14.7 olen 
PID So xdecsavcs neues ‘ 15. 9 15.4 


Taxes: St. Louis tax lachodes 1.56 clay ten. Snes Sel clini ea 
PPR nn mf oem my Poor bo State sales, occupation, consumer & use taxes to 
be added, where applicable. 

Discounts: Red Crown ¢.t.w. prices at some points subject to varying”discounts for 
quantity deliveries. 


Standard 





Prices are tank truck postings, ex al! taxes, ap- 
fer deliveries of 400 gal or more; see 
Of Cal spabuecspctee 
° Standard 
“Pearl Chevron — 
Chevron Gasoline ow” Diesel Furnace Stove 
Regular) Taxes Kerosine Fuel Ol ou 
18.3 10.0 19.8 14.8 14.8 16.3 
17.8 10.0 19.3 14.3 14.3 15.8 
19.4 10.0 21.8 15.6 15.6 17.1 
19.5 9.0 22.7 16.7 16.7 19.7 
20.7 10.0 22.4 17.3 cone 
18.9 10.0 21.8 15.1 
19.0 10.5 21.8 15.2 
21.2 10.5 24.6 16.8 igas pece 
19.0 10.5 21.8 15.2 ate veces 
20.7 10.0 31.6 16.7 16.7 18.2 
19.3 10.0 20.7 15.3 13.8° 15.8 
19.4 12.5 20.9 15.6 15.6 Vane 
29.1 9.0 37.9 inte 
20.6 9.0 29.8 





“Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ state tax; all prices are ex- 
Hawaiian gross income tax of 0.75% wholesale and 3.5% retail. 

Notes: For other deliveries— 


Chevron (regular)—Add to -over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
to marine trad 


gal, except le in Alaska where 0.5¢ differential applies to 40-399 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for leas than 40 gal to marine 
trade and less than 100 gal to le 


. Chevron Supreme (premium) are 
4¢ higher than Chevron wear) for quantity delivered at all points a Rit Lake 
City, 3.6¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 


by wong > 2 
to 400-gal-and-ove 2 pee he oe ee 1, 6¢ for 20-199 
3¢ 30038 300.308 at: tank ear/track trailer. deduet 3.5¢. ” sat wn 
Diesel, furnace & stove ocile—Add to 400-¢al-and-over 5¢ for less than 40 
1¢ for 40-199 gal, 0152 for 900-309 gal. — 4 * 
(Continued on next page) 
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TANK WAGON PRICES 
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fo Figure use our FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 





New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description en Request 
DEGREE DAY SYSTEMS 39-30n sath st. WOODSIDE 77, N. Y. TWining 8-6666 




















January, 1960 + NATIONAL PETROLEUM NEWS 























Ohio Standard 


Sohio Extron Gasoline (Regular) 
Consumer Gasoline Kerosine® 


J SSSBBeEReRs g 
wevesvoocone 


16.1 9 ll. 16.6 16.6 5.6 
8: Kerosine, Nos. t ‘ *, Pocle— Prices are for mp tg play for 0-0 ex add 
we a "gal, add 2¢. Premium-grade prices: consumer t.w. & 8.8, 4¢ above regular, re- 
sellers 3.5¢ above regular. 8.8. prices are at company stations. 
*Temporary discount of 0.5¢ on t.w. sales except at Portsmouth and Zanesville. 





Texaco 


Fire Chief Gasoline 
(Regular) 


Dealer 
T.W. 


Dallas, Tex... 16. ‘ 


Ft. Worth... 16.4 
Wichita Falls . 6 
Amarillo. . 6.4 


Continental Oil 


(N.B. Prices are Continental's tank wagon prices. Current selling prices may vary trom 


those shown 


Denver, Colo.. 


Cheyenne... . 


Billings, Mon 





Gasoline Markets 











shown because of local conditions.) 


Kero- 
sine 
T.W. 
18.5 


Conoco 

Gasoline Gaso- 
T.W. line 
(Regular) Taxes 
18.0 10.0 
21.1 
19.2 
18.7 
19.5 
21.9 
23.7 
23.7 
23.7 


10.0 
10.0 
10.0 
10.0 
10.0 
10.0 
10.0 
10.0 


18.8 
18.9 
t. 19.9 


10.0 19.7 


10.0 22.2 


10.5 
10.5 
11.0 


10.5 


10.5 
10.5 


Taxes: Gasoline taxes 
bad taxes; Albuq 
~——*.S Fe, Cheyenne & 


include these 
erg & Roswell, 0.5¢; 


Lake vin Falls 


gasoline or dlvere of 
than 200 gal; 


deduct 0.5¢; 
400 gal & over, dedeet 4 254 
Notes: Premium-grade t.w. a yy ed 
above regular, except Utah & 
premum 3.0¢. 
*Prices apply to dealers and consumers 
except Oklahoma points where consumer 
prices are 1¢ higher. 


sep ol. 


Kentucky Standard 


Crown Gaso- Kero- 
Gasoline line sine 
Taxes T.W. 


10.5 8615.9 


12.0 15.8 
11.0 16.1 


11.0 15.9 
11.0 16.1 
Taxes: Birmingham gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢ 
Mississippi,’0.5¢. 


Gasoline Consumption by States, August 1959 


(American Petroleum Institute Figures) 
Tax Ratet ———_—_——-- —Month of— 


-——8 Months Ending With——. 
August A 958 


Cents 


Io cckiae pinnae sees 
Arizona. 


SN 


ee OR ere dseRt 


Connecticut......... 
Delaware 

District of Columbia 
vuriae. .- 
oe eee Oa 


eS 
wn 


Kentucky 
Louisiana 
Maine. . «......-.e.e sees. 


tr 


Mesmsbantba. as 


Michigan. . 
Minnesota... 
ne pg ws 
Missouri. . 
Montana. 


Nebraska. . 
Nevada...... 
New Hampshire. 
New Jersey 
New Mexico 


POTAAT HOM AD AAI ABAD ANA BAomo-i 


144 


July, 1959 
000 Gal 


89,251 


117, 1447 


30,009 
274,144 
»721 
115,896 


131,654 
251,623 
138, 466 
36, 222 
67,565 
16,035 
21,105 


40,500 


August, 1959 
000 Gal. 


August 1958 
000 Gal. 


82,373 
38,089 
48 ,037 
544,936 
70,494 


67,234 


71,244 


69,335 
17,781 


7, 
126,919 
234,142 
126 ,536 

54,418 
142,787 
35,231 

56,420 

14,762 

21,958 


179,936 
43,865 


36,312 


56,451 
16,098 
21,605 
183,506 
38,606 


August, 1959 st, 1 
000 Gal. “00 Gal. 
625,989 
299,017 


377,671 
3,788,559 
460,007 


663,910 
322,704 
395,821 
3,948,592 
477 ,227 


507,239 485,101 
136,917 128,283 
137,147 
1,262,273 
868, 478 


189,081 
2,013,725 
1,196,412 

785, 463 
715,079 


"210,597 
419,721 
92,206 
130,491 
252,911 


NATIONAL PETROLEUM NEWS ° January, 1960 





Tax 
August 
Cents 


New York, . pie eines 
North Carolina. .... 
North pene. . 


Nous 


Oregon 
Pennsylvania 
Rhode Island 
South Carolina 


(American Petroleum Institute ree) 
Rate Month of 





July, 1959 August, 1959 August, 1958 
000 Gal. 000 Gal. 000 Gal. 


388 , 066 
121,616 


394,877 385, 986 


98,317 ° 717 


67 ,343 
289,210 
22,080 
63 ,082 


-——8 Months Ending With—— 
August, 1959 
000 Gal. 


2,731,710 
964 , 687 897 
208 , 496 

2,178,798 

7,034 


August, 1958 
000 Gal 


2,649 ,033 
496 
213,726 
1,047 ,405 
676, 668 


431,574 
2,093,204 
163,208 
458 ,399 


aNnNaaqm 


South Dakota 226, 122 
736 , 935 
3,099,674 
216,348 
84,220 
836 , 683 
676,913 
324,358 
858 , 261 
116,622 


nee] 
i 


878, 795 
753 ,820 
889,330 
123,399 


, 815,739 
167 ,966 


116,192 
94,801 


] 22; 293 


113,432 
46,470 
138 , 993 


114,012 
48,279 
123,838 
22,119 


5,493 ,996 
177 ,226 


Washington 

West Virginia... . pa te 
Wk is vas an bveideweres ous Reta 99 
Wyoming...... Come eeerer ne daereseceeeresese 23,775 


Total 48 States and D. of C ‘ 5,724,378 
Daily Average eae ey. 184,657 


Change from previous year: 
Total Change 
Percentage wala in D aily Average. . 


t These are State tax rates per gallon. In addition there is the Federal Tax of three cents (3¢) per gallon. 


BOI amawn 


, 162,547 
161, 163 


+94, 324 tives Svbeeses +i, iy M4 
+1.75% 4.329 


Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes 
in 55 representative U. 8. cities on Dec. 1, 1959 as compiled by National Petroleum 


Dir. T.W. Ser. Sta. 
(ex tax) (ex tax), 


Average U.5S.............: i-16.05 j-21.98 
Portland, Me 90 
Manchester, N. H... ode 3. 0 
Burlington, Vt. 40 
Boston, Mass.. py ‘ 40 
Providence, R. 3.¢ 

X 90 


News are shown below. Figures are in ¢ per gal; (i) and (d) indicate increase or decrease 
as compared with Nov. 1, 1959. Tax col. indicates only motor fuel taxes levied as such. 


Dir. T.W. Ser. Sta. 
(ex tax) (ex tax) 


GASOLINE MARKETS 


Tax Ser. Sta. F 
(incl. 4¢ federal) (incl, tax) ¥ 
9.00 1-29.90 
10.00 d-32.90 
10.00 33.90 
i-32.90 
d- 30 90 


Tax Ser. Sta. 
(inel. 4¢ federal) (incl. tax) 
10.12 i-31 
11.00 y 
11.00 


Twin Cities, Minn 
Fargo, N. 

Huron, 8. D 

Omaha, Neb.......... 
Des Moines, Ia. 

St. Louis, Mo.. 


be tue 
o- 
Ss 


. 
+ 
. 


net ee ee 


New York, x | 3 
Newark, N. J. 


sessszszszs 


_ 


yam N.M 
Denver, Colo. 
Cheyenne, Wyo. 
2 Falls, Mont. 


Washington, D. C 
Cc meee. W.V 
Norfolk, V 


ise, Idaho 
Salt I Lake City, Utah. 
Reno, Nev. 
Phoenix, Ariz. 
Los Angeles, Calif... . ie 
San Francisco, Calif......... 
hehe mgs Ore. 


sssscs 
222338 


ded 


Birming ‘on Ale 


Memphis, Tenn.. 

Louisville, K 

Cleveland, Ohio 

Cincinnati, Ohio........ 
Indianapolis, Ind 

Chicago, Il, 

Detroit, Mi ch. 

Milwaukee, Willis sv szenses 


ecoscsce 
SSSss 


SS8Sssssssezes: 


Ss 
Ss 


0 
9 
0 
0 
0 
0 
9 
9 
9 
10 
10 
ll 
10 
ll 
11 
10 
il 
12 
il 
ll 
il 
ll 
11 
10 
9 
0 
0 


50 
50 
00 
00 
00 
00 
00 
00 
00 
00 
00 
00 
00 
00 
.00 
50 
00 
00 
00 
00 
00 
00 
00 
.00 
00 
-00 
00 


*Includes 0.5¢ city tax. **Includes 1¢ city tax. *** Includes 1.5¢ city tax. 


—e 

















The Complete 


ee CYLINDER 
STOCKS 


TRANSFER 
PUMPS 
Fine Lubricating Qualities 
For Greases and Fluid Lubricants 


Quart Stroke 
KERR—McGEE OIL INDUSTRIES, INC. 


One Gal. Stroke 
KERR-McGEE BLDG, * OKLAHOMA CITY, OKLA. © PHONE CE 6-1313 




















Rotary Pumps 
Tank or Pedestal 
Mounting 


The GILSEN Line 








Superior 





BY lela biiaehsleli ks 
Write Today fo 


Thc GILSEN COMPANY, Vac. 
3200 West 22nd Street - Erie, Pa. 
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ROYAL AIRCRAFT HOSE 


_— 


CO. — 
Sov Se 


ta) 


ee _—-: oe «= 
ae 
ae Ue 
ae noel 


— = a 
oat 








IT TAKES ONLY ONE 


TO DEFUEL AS WELL AS REFUEL 


Airports are busy places, and the fueling crews are often 
as busy as the proverbial one-armed paperhanger. You 
are able to save them much time and effort by provid- 
ing them with the U.S. Royal Aircraft Refueling and 
Defueling Hose (P-5178) —the hose that relieves them 
of the need of one hose to fuel, and then switching to 
another hose to defuel. This brawny hose is carefully 
compounded to resist today’s aromatic fuels. The strong, 
three-braid rayon carcass resists high pressures and 


Mechanical Goods Division 





rough treatment. The tan, non-marking Neoprene cover 
is unaffected by the weather or by petroleum products 
and is resistant to abrasion. Available with static wire 
if requested. 

This hose is one of the complete line of “U.S.” oil - 
marketing hose—each hose in the line is a time-and- - 
work saver with superior features for specific jobs. 


Get U.S. Royal Aircraft or any of the oil marketing hose 
from your Oil Equipment Jobber or write address below. 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 


In Canada: Dominion Rubber-Company, Ltd. 
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Boehnen: Pheasants, of course 


LLOYD L. BOEHNEN, newly elect- 
ed president of the South Dakota In- 
dependent Oil Men’s Assn., is a 35- 
year-old ex-Marine lieutenant, who 
came into the L. L. Boehnen Oil Co. 
in Mitchell, S. D., in 1946. 

The family business, a DX Sunray 
distributorship, was founded by 
Lloyd’s father, Leo J. Boehnen, in 
1932. It currently moves about 3.5- 
million gal. annually, with five bulk 
plants and 12 stations. 

Boehnen is a Mitchell native, a 
football and basketball star at the 
local Notre Dame Academy. He was 
active in athletics at Creighton Uni- 
versity in Omaha, where he attended 
law school from 1940-1943. 

Entering the Marines in 1943, 
Boehnen served in the Pacific Theatre 
and saw action at Guadalcanal and 
[wo Jima. 

Today Boehnen is married, has 
three children, and splits his leisure 
time between community and indus- 
try affairs and hunting—primarily, of 
course (in South Dakota), pheasants. 
Even though a party of 11 hunters 
bagged 79 pheasants on the first day 
of the season, Boehnen insists that 
“for South Dakota, at least, it was 
a somewhat disappointing season 
this year.” 

In local community affairs, Boeh- 
nen is active with the Mitchell Cham- 
ber of Commerce, the local Knights 
of Columbus. He also gives much 
time to the Anti-Monopoly Practices 
Subcommittee of NOJC and to indus- 
try educational work in his area. 

Other officers elected at the associ- 
ation convention are: Jesse Suiter, 
Pioneer Oil Co., Pierre, vice president; 
and three new directors, Ed Stobbs, 
Stobbs Oil, Miller; Gerald H. Flan- 
nery, Flannery Oil Wessington 
Springs; and Ray Munson, Munson 
Oil, Winner. 

E. Klein Graff was re-elected ex- 
ecutive secretary. New assistant sec- 
retary for the association is Marion 
Van Wyk. 


NEWS NOTES 


Mobil Oil Co. has announced more 
organizational changes, including the 
creation of three new positions in the 
marketing department. 

George A. Klaffky, formerly general 
manager of the Twin Cities division, 
Minneapolis, gets the new post of re- 
sale programs manager for the company 
on Jan. 15. 

Klafky will be responsible for creating 
and developing field sales programs for 
all resale activity (including TBA, mer- 
chandising, service-station and wholesale 
promotion and for developing training 
programs. 

William E. Greeley, general manager 
of the Lakes division, already fills the 
new position of resale development man- 
ager, described as the “focal point for 
the solution of basic marketing pro- 
grams.” Responsible for direct salary 
operations, wholesalers, consignees and 
distributors of all kinds, he will design 
and implement programs involving capi- 
tal spending, major business acquisitions 
and the penetration of markets. The 
real estate unit and the retail and whole- 
sale planning units also come under 
Greeley. 

William V. Butler, formerly commer- 
cial sales manager, Lakes division, has 
the new post of fleet sales manager. He 
assumes responsibility for fleet and con- 
tractor sales formerly handled in the 
national accounts department. 

Harry J. Peckheiser, formerly vice 
president and director of marketing at 
General Petroleum Corp. (now Mobil’s 
western marketing division), becomes 
resale marketing manager on Feb. 1. 

Clyde W. Port, who was general sales 
manager at GP, becomes general man- 
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ager, Twin Cities division. 

Harry A. Bade, general manager of 
the New York City division, becomes 
general manager, West Coast division, 
on Feb. 1, and will be succeeded by 
Harold E. Jenkins, resale sales manager 
for the company. 

Jack A. Simpson, formerly general 
manager of GP’s Northwest division at 
Portland, is the new resale sales man- 
ager for the West Coast division. 

Other Mobil changes are: J. B. Ja- 
cobs, from area manager, Camden, N.J., 
to sales manager there; D. G. Leonard, 
from sales manager, Poughkeepsie, N.Y.. 
to Philadelphia; E. F. McCabe Jr., from 
sales manager, Brooklyn-Manhattan, to 
Kansas City; W. J. Ancker, from sales 
manager, Long Island, to Brooklyn- 
Manhattan, and H. P. Young, from re- 
sale sales manager, Albany division, to 
Long Island. 


= 

The Society of Independent Gasoline 
Marketers of America (SIGMA) re- 
elected its entire slate of officers at the 
second annual meeting. They are: Phil 
L. Siteman, Site Oil Co., St. Louis, 
president; Harold G. Johnson, Clark Oil 
& Refining Corp., Milwaukee, vice 
president, and R. J. Peterson, J. D. 
Streett & Co., St. Louis, secretary-treas- 
urer. Calvin Houghland, Direct Oil Com- 
panies, Nashville, Tenn., was also 
elected a vice president. 

* 

The American Gasoline Dealers Assn. 
has elected its first president, Norman 
S. Foley, a Richfield dealer from Fresno, 
Calif. Also elected were Elmer Horst- 
meyer, Cincinnati, Ohio, vice president; 
Robert Brush, Miami Beach, treasurer, 
and George Vaughan, Houston, secre- 


(Continued on next page) 





D. Woodson Ramsey Jr., coordinator 
of worldwide marketing activities for 
Standard Oil Co. (N.J.), has joined the 
new Humble Oil & Refining Co. (Del.) 
as a vice president and director. Ramsey 
has been in foreign marketing since he 
joined Jersey in 1928. He was deputy 
marketing advisor for Latin America 
in 1948, became marketing advisor for 
the Eastern Hemisphere in 1950, as- 
sistant marketing coordinator in 1951, 
deputy coordinator in 1954 and coordi- 
nator in 1956. M. W. Johnson, deputy 
coordinator since 1958 and president of 
Esso Standard do Brasil before that, 
moves up to succeed Ramsey. 

George W. Butler, assistant general 
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Diffey 


manager of marketing for Esso Stand- 
ard Oil Co., succeeds Johnson. From 
1953 to 1956, he was manager of the 
New Jersey sales division, then joined 
the parent company as manager of the 
marketing-development division and, lat- 
er, as assistant coordinator of marketing 
for North American and Africa. He 
returned to Esso as assistant general 
manager of marketing in 1958. Alex A. 
Diffy was selected to succeed Butler. 
He spent 22 years in the New England 
sales division, then moved to North 
Carolina as division manager in 1956. 
He moved back to New York in Nov., 
1957, when he was named operations 
manager. 
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tary. Board members, in addition to 
officers, are: Samuel Rosenwasser, Brook- 
lyn, N.Y.; James Cresente, Cleveland; 
Sam Reeve, Birmingham, Mich.; James 
Dario, Medford, Mass., and Irving Fey, 
St. Louis. 


e 
C. F. Montgomery has joined Wanda 
Petroleum Co., LPG wholesale distribu- 
tors in Houston, as executive vice presi- 
dent. 
e 
The general committee of the API 
division of marketing has 18 new mem- 
bers: E. K. Bennett, E. K. Bennett Inc.; 
Sam Bohlen, Synder Oil Co.; George W. 
Calkins, Merchants Oil Co.; Martin E. 
Citrin, Citrin Oil Co., I. Wilson Fariss, 
Texas City Refining Inc.; Melvin Hall, 


Melvin Hall Oil Co.; Joseph D. Harnett, 
Standard Oil Co. (Ohio); Elmer Horst- 
meyer, Hyde Park Service Station; F. B. 
Ingram, Ingram Oil & Refining Co.; 
R. M. Johnson, Cosden Petroleum Corp.; 
C. E. Miller, Time Oil Co.; Charles H. 
Miller, Miller Oil Co.; Leo C. Nelson, 
Sioux Oil Co.; E. L. Stauffacher, Cities 
Service Co.; George B, Vaughan, Vaug- 
han’s Gulf Service Store; E. E. Wall, 
California Oil Co., R. L. Wentworth, 
Republic Oil Refining Co., and Grant H. 
Young, Ohio Oil Co. 
ry 
Ray H. Horton, formerly vice presi- 
dent and director, has been named presi- 
dent of the Humble division of Humble 
Oil & Refining Co. (Del.), succeeding 
Morgan Davis, now president of the 





® 


(UBRICATING 
COMPOUND 
 Secone 


RuGLYDE ‘i 
Rubber Lubricant 


= 


DOOR-EASE‘ 


Stick Lubricant 


On every car ! 


In every home ! 


Lubricating Compound 
with SILICONE 


For Service—SIL-GLYDE performs beyond 
the range of ordinary lubricants — has 
greater film strength and lasts longer. 
Eliminates sticking, squeaking and freezing 
of door and trunk weather stripping — 
Lubricates window channels, hood strips, 
bumpers and fan belts. Excellent for brake 
parts too! 


For Home—Special resale sizes with mer- 
chandising displays make a SIL-GLYDE 
“service” customer a “take home” buyer. 
101 home and sport uses—for window and 
screen guides, garage door rollers and 
tracks, mower gears, coaster brakes, bicycle 
chains, trailer hitches, winches, etc. 


(See your supplier or write for details 
about SIL-GLYDE in both Service and 
Resale sizes.) 


AMERICAN GREASE STICK COMPANY 
Muskegon, Michigan 


———_——— EE —— c cee on | 
LOCK-EASE ii) DOOR-EASE ®) 
Graphited Lock Fluid Dripless Oil 





Delaware-incorporated company. John 
W. Brice, president of Carter Oil, has 
also joined the new company as a di- 
rector and officer; Joseph L. Seger, his 
executive vice president, moves up to 
president. 


One Texan succeeds another as vice 
president in charge of domestic sales at 
Texaco Inc. when I. G. Morgan takes 
over for retiring S. C. (Connie) Bartlett 
on Jan. 1. 

Morgan joined Texaco in 1931 and 
has been with the domestic sales depart- 
ment his entire career. After serving as 
a retail representative and as assistant 
division manager, Morgan was named 
manager of the Dallas division in 1947. 
He became assistant general sales man- 
ager of the Pacific Coast division in 1953 
and general manager last May. 

Bartlett, who’s taking an early retire- 
ment, has been with Texaco since he was 
graduated from college in 1924. He had 
risen to manager of the central sales 
territory at Chicago by the time he trans- 
ferred to New York headquarters in 1949 
as assistant general sales manager. He 
was named general manager four years 
later and elected vice president of 
domestic sales in 1955. 

cy 

NOJC’s executive committee has three 
new members: E. M. Bailey, Bailey Dis- 
tributing Co., Paducah, Ky.; William J. 
Bursaw Jr., Bursaw Oil Co., Salem, Mass., 
and Thomas Strong, Strong Oil Co., 
Selma, Ala. The four officers and two 
holdover members—Roy J. 

Apex Motor Fuel Co., Chicago, and 
John White, Port Oil Co., Charleston, 
S. C.—comprise the rest of the com- 
mittee. 

& 


Leonard L. 

Castle has left the 

staff of the Na- 

tional Oil Jobbers 

Council and is 

now executive sec- 

retary of the Indi- 

ana Independent 

Petroleum _ Assn. 

Castle joined NO- 

JC three years ago 

to start the Na- 

tional Oil Jobber 

Castle magazine. A_ vet- 

eran of 25 years in the publication 

field, Castle was NPN’s Midwest editor 
for eight years before joining NOJC. 
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G. A. Southard, supervisor of the 
Ohio district credit department, was 
named assistant manager of Ohio Oil 
Co.’s credit division. 

J. M. Cotner, assistant 
moves up to succeed him. 


supervisor, 


> 

Auby Rowe Jr., division manager at 
Billings for McAlester Fuel Co., was 
elected chairman of the Montana Petro- 
leum Assn. O’Neal Callahan, Carter Oil 
Co., was named vice chairman, and P. A. 
Thompson, Farmers Union Central Ex- 
change, treasurer. James B. Patten is 
executive secretary. 


Eugene A. Casper has joined River 
States Oil Co., Evanston, Lll., as real- 
estate manager, specializing in service-sta- 
tion sites in Wisconsin. He had been with 
Pate Oil Co., Milwaukee, in a similar 
position. 


Ricketts Axsom 

Donald E. Ricketts was named North 
Central States sales representative for 
Southwest Grease & Oil Co., Wichita, 
Kan. He replaces Ross Burns, now sales 
manager for the West Oil Co., Kansas 
City, Mo. 

Ralph C, Axsom was named eastern 
sales representative, replacing Wilson 
Simmons now vice president of sales for 
National Sales Inc., of Wichita. Both 
Ricketts and Axsom joined Southwest last 
August. 

® 

C. D. Brown, Conoco commission 
agent in Shreveport, La., since shortly 
after the end of World War II, has 
become a Phillips jobber for that area 
(NPN—Oct., p19). 


@ 

J. B. Dickey, formerly Memphis di- 
vision marketing manager, has the new 
post of coordinator of domestic wax 
sales for Continental Oil Co. 


* 
Grover L. Howard has joined Delta 
Petroleum Co. of New Orleans as domes- 
tic sales manager. 


* 
James B. Lonergan, a member of the 
advertising staff since 1951, is now ad- 
vertising manager of Ethyl Corp. 


* 

William H. Bohn was appointed as- 
sistant to the president of Hartol Pe- 
troleum Corp. Formerly marketing vice 
president of Preferred Utilities Manu- 
facturing Corp., he will direct Hartol’s 


new expansion program and coordinate 
present terminal operations. 

Hartol also announced that Herbert 
V. Peterson, vice president and treasurer 
and a substantial stockholder, is retiring 
after 36 years. He was Hartol’s first 
employe. 

William N. Gray has joined the com- 
pany as assistant sales manager, and 
Thomas P. Conlan was appointed sales 
representative at Revere, Mass. 

William W. Eversmann, vice president 
of sales, was appointed a director. 

° 


Lester Lukkason 

of Baldwin, L. L, 

has been named 

executive secretary 

of Oil-Heat Insti- 

tute of Long Island. 

He succeeds Bob 

Barr, who has been 

in the post for the 

past four and one- 

half years. Barr 1s 

now sales manager 

for Jet-Heet Inc. 

Lukkason of Englewood, N. 

J., an oil-burning equipment manufactur- 
er. 

Lukkason comes to OHI of Long Is- 
land with several years experience as as- 
sistant public relations manager for Na- 
tional Lead Co., as a newspaper editor, 
as a publicity campaign director for 
Sen. Leif Erickson, and as a member of 
the psychological warfare branch of the 
U. S. Army in World War II. 

. 


Ray Nathan, heating-oil jobber in Free- 
port, L. I., and president of Oil-Heat In- 
stitute of Long Island, is under doctor’s 
orders to ease up on his outside activities 
or else. Following orders, Nathan is giv- 
ing up his outside speeches for the time 
being. 


A. Theodore Holmes Sr. of Ridgefield 
Coal & Supply Co., Ridgefield, is top 
man of Fuel Merchants Assn. of New 
Jersey. He succeeds Merrill Thompson of 
Thompson Fuel Co., Asbury Park, as 
president. 

Other officers are: Richard Morgan of 
Nassau Oil Co., Princeton, and John 
Wade Jr. of Fairlie & Wilson Fuel Co., 
Newark, vice presidents; George Miles of 
J. T. Evans Co., Riverton, secretary; and 
William Fluhr of William Fluhr Co., Red 
Bank, treasurer. 

+ 

Key Oil Co., independent distributor 
in Houston, Tex., announces the follow- 
ing promotions: Joe Huber, assistant man- 
ager; George Toombs, retail sales man- 
ager; Wayne I. Seymour, industrial sales 
manager; Dub Boswell, commercial sales 
manager, and Paul S. Wakefield, public 
relations. 

% 

Don Johnson, former executive secre- 
tary of the Colorado Petroleum Mar- 
keters Assn., is now with Superior Sta- 
tions, a jobbership in La Junta, Colo. 

His predecessor as the Colorado job- 
bers’ executive secretary, Gordon Bussey, 
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who also went into marketing, was re- 
cently transferred to Bay Petroleum’s 
headquarters in Houston. 


s 

Mrs. Eva Daly, L. E. Daly Co., Peoria, 
Ill, and Mrs, Betsy Myers, Myers Oil 
Co., Statesville, N. C., joined a group of 
business and professional women chosen 
to present greetings from the governors 
of their respective states to Lt. Gov. J. K. 
Kealoha, governor of Hawaii. They re- 
port they had quite a chat with Kealoha 
about the oil industry and that he had 
many questions regarding operations op 
the mainland. 

rs 

Angus I, Hines Jr., Texaco consignee 
in Suffolk and Smithfield, Va., was elect- 
ed temporary chairman of the new con- 
signment distributors section of the Vir- 
ginia Petroleum Jobbers Assn. Assisting 
him in organizing the division will be 
C. H. Foster, Fredericksburg, (Sinclair) 
as vice chairman, and Mrs. Arthur E. 
Sims, Orange, (Texaco) as secretary. Di- 
rectors are: L. V. Stone, Galax, (Amoco); 
J. T. Kremer, Winchester, (Cities Serv- 
ice); and C. R. Quesenberry, Abingdon, 
(Gulf). Officers will be elected at the as- 
sociation meeting next spring. 

0 

Lou Marron, chairman of the board of 
Coastal Oil Co., and his wife Genie were 
invited to Spain to coach members of the 
exclusive Club Maritimo del Abra del 
Bilbo in the art of landing giant tunas, 
The Marrons jointly hold more world 
fishing records than any other couple. 

& 

E. D. Hillback was named vice presi- 
dent and general manager of Californa 
Oil Co.’s lubricants division, succeeding 
C. J. Moddy, who transferred to San 
Francisco with the parent company, 
Standard Oil Co. of California. Hillback 
who was formerly assistant to the presi- 
dent has been assistant vice president of 
the lubricants division for the past few 
months. 


Chapman Shaffer 


J. T. Chapman and B. J. Shaffer have 
switched posts. Chapman, Richfield Oil 
Corp’s Washington district manager at 
Seattle for the past five years, moved to 
Portland as Oregon district manager. B. J. 
Shaffer, at Portland for 11 years, takes 
over Chapman’s post in Seattle. 

* 

Barney Miller has succeeded his father 

at G-M Oil Co., White Lake, S.D. 


(Continued on next page) 
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About Oil People 


John A. Sheridan, district manager in 
southeastern Wisconsin for Shell Oil Co., 
retires Dec. 31. He’s been top man at 
Milwaukee ever since Shell acquired the 
former Barnsdall-O’Neill Oil Co. in 
1934, when Sheridan was vice president 
and sales manager. After an extended 
vacation, Sheridan, 59, will decide which 
of several business opportunities he will 
accept. Louis E, Yeager, assistant sales 
manager of the Chicago division, will 
succeed Sheridan. Yeager was Peoria 
district manager before moving to Chi- 
cago a year and a half ago. 

e 

W. G. Violette, chairman of the board 
of Standard Oil Co. (Ky.), celebrated 
his 55th anniversary with the company. 
Because he was ill, company Officials 
were unable to fete him with a party. 
Instead, top brass paid personal visits 
to his home to give congratulations. 

e 





John C. Taggart 
was named to the 
new post of man- 
ager of distributor 
sales for Sun Oil 
Co., responsible 
for coordinating all 
wholesale distribu- 
tor activities. For- 
merly manager of 
the Marcus Hook, 
Pa., sales district, 

‘agga' Taggart is succeed- 
ed by Richard H. Sterling, retail sales 
manager in the Middle Atlantic region. 

Sun also announces that Kenneth F. 
Heddon, district sales manager at Lon- 
don, Ont., was named assistant man- 
ager of the western sales region head- 
quartered in Detroit. He succeeds Ken- 
neth W. Cunningham, now on special 
assignment. 


a 

Fred Giari has joined Tidewater Oil 
Co.’s western division as training super- 
visor. He was formerly training director 
for Southern California Gas Co. 

* 

Maurice Brown and C. J. Farley have 
formed the Space Oil Co., headquartered 
in Garden City, Kan., and Kansas City, 
to market a full line of products. Brown, 
president of the new firm, and Farley, 
vice president, were formerly with Cen- 
tury Refining Co. 

€ 

Hugh Dryer has sold the Dryer and 
Lee Oil Co., Lubbock, Tex., to Joe 
Horkey, who says there will be little 
change, if any, in personnel. 

e 

George V. McQueeney of Terminal 
Oil Co., West Haven, is the new presi- 
dent of Greater New Haven Better Home 
Heat Council in Connecticut. Other offi- 
cers are Henry G. Greifzu of Vadney 
Oil Co., Orange, vice president; Philip 
Bear of City Fuel Oil Co., Hamden, sec- 
retary; and Robert L. Rubin of Benedict 
& Co., New Haven, treasurer. E. Leroy 
Emanuelson was named executive secre- 
tary. 


e 
Leigh S. McCaslin Jr., advertising co- 
ordinator of DX Sunray Oil Co., has 
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joined Potts-Woodbury Inc., Kansas City 
advertising agency. Roy B. Middleton, 
advertising supervisor, moves up to suc- 
ceed McCaslin. 


Young Stover 

Ohio Oil Co. has a new vice president 
of marketing. Grant H. Young succeeds 
Nelson T. Stover, who retired after 46 
years of service. 

Stover joined the company in 1913 
as a messenger and had risen to sales 
manager of Lincoln Oil & Refining Co. 
of Robinson, Ill., when Ohio consoli- 
dated marketing operations of all its 
subsidiaries in 1935. Stover became 
wholesale sales manager then, became 
general sales manager in 1946, and was 
named vice president of marketing in 
1953. 

Young, with Ohio since 1930, was 
named assistant manager of marketing 
last year after three years as manager 
of the marketing development division. 
Before that he was assistant to the presi- 
dent for two years, having come from 
the post of assistant retail sales man- 
ager. 

a 


E. C.  Purtell 
moves up from as- 
sistant manager to 
manager of Stand- 
ard Oil Co. of Cal- 
ifornia’s motor 
transport depart- 
ment. He succeeds 
retiring L. S. Bes- 
sonett who served 
as manager of the 
department from 
its inception 28 
years ago. 

6 


Purtell 


G. Wayne O’Brien is another who 
moves up to succeed a retiring boss. He 
becomes manager of the Sacramento re- 
gion following Wilbur H. Haines, 
with the company 39 years. 


L. O. Gardner, formerly territorial 
salesman at Moscow, Idaho, for Rich- 
field Oil Corp., was named marketing 
manager for the Spokane area 


F. L. McCauley, formerly supervisor 
of distributors, has the newly created 
post of general sales manager at Seaside 
Oil Co. Another new post, retail sales 
manager, goes to Robert F. Hansen, 
formerly district manager at Portland. 


Seaside says the new positions are a 
result of expanded activities in Cali- 
fornia and Arizona plus the recent ex- 
pansion into Oregon and Washington. 
Harold E. Coburn succeeds Hansen at 
Portland; David H. Turner becomes sales 
supervisor for the San Francisco dis- 
trict office, and J. Keith Rogers takes 
over as merchandising supervisor at San 
Francisco. 
& 


Robert W. Hadlick, executive secre- 
tary of the Missouri Petroleum Assn., 
has given up his private law practice 
to devote full time to association ac- 
tivities. He now has the title of execu- 
tive vice president. 

® 

Herbert Jackman has been elected to 
succeed his late father as president of 
Syndicate Oil Co., Rochester, N.Y. 
Gilbert A. Nusbaum, Rochester attorney, 
was elected chairman of the board and 
attorney for the corporation. 

& 


Richard Holden is general sales man- 
ager of Hughes Oil Co., Sinclair heavy- 
oil subsidiary in Chicago. He was form- 
erly with Gustafson Oil Co. 

® 
J. S. Harris, for- 
merly manager of 
Shell Oil Co.’s avi- 
ation department, 
is heading the 
newly formed prod- 
ucts and commer- 
cial sales group 
responsible for six 
departments. They 
are: aviation sales, 
lubricants - special 
products, fuel oil 
and liquefied petroleum gas, asphalt 
sales, national sales and railroad sales. 
R. N. Adamson, aviation manager in 
the San Francisco office, moves to New 
York to succeed Harris. 

R. J. Wilson, senior aviation repre- 
sentative, succeeds Adamson. 

Shell also announces that Louis A. 
Weston, retail manager of the Los 
Angeles division office, was named dis- 
trict manager at San Diego, replacing 
S. L. Taylor, now on special assign- 
ment. Frank M. Cookson, Los Angeles 
division merchandising representative, 
succeeds Weston. 

s 


Paul J. Frederick, Hemphill Oil Co., 
is the new president of the Seattle Fuel 
Oil Dealers Credit Assn. Fred Richards, 
Northwest Burner Oil, is vice president, 
and Al Flournoy, Seattle Diesel Oil Co., 
is treasurer. 

In Tacoma, the Fuel Dealers’ Assn. 
has Monte Boston, Boston Fuel Co., as 
the new president. William McDonald, 
Joos-McDonald, is vice president, and 
Roger McDonald, Pochel Distributing, 
is treasurer. 

7 

W. M. VY. Ash, president of Shell 
Oil Co. of Canada, was appointed vice 
chairman of HRH The Duke of Edin- 
burgh’s Second Commonwealth Study 
Conference to be held in Canada in 1962. 


NATIONAL PETROLEUM NEWS °* January, 1960 





A, C, (Bill) Rose Jr, resigned as as- 
sociate director of the Louisiana Petro- 
leum Council to accept the post of ex- 
ecutive vice president with the Colorado 
Petroleum Committee. 


” 

Harold P. Sheldon, assistant sales man- 
ager of the Ohio district for Ohio Oil 
Co., was recently named division service 
station sales specialist on the sales man- 
ager’s staff in the home office. He suc- 
ceeds Robert L. Mockbee now in the 
Indiana district. Charles D. Sausser, 
formerly manager of the Louisville, Ky., 
marketing zone, succeeds Sheldon. J. 
Paul Krouse, Chillicothe, Ohio, zone 
manager, succeeds Sausser. 

New division specialist of operations 
is R. A, Irvin, former assistant manager 
for operations in the Robinson, Ill., dis- 
trict. He is succeeded by C. E. Povolock, 
former administrative assistant. 

Frank S. English Jr. gets the post of 
supervisor of the new supply coordination 
department. He will negotiate the pur- 
chase or exchange of refined products 
and will coordinate the distribution of 
Marathon products to marketing outlets. 


e 

Lowell E. Hunt, formerly assistant 
general sales manager, wholesale, be- 
comes Seattle regional manager of 
Standard Oil Co. of California, West- 
ern Operations, Inc., He’s succeeding 
5. E. Stretton, retiring, while A. E. 
Stevens, manager of the motor fuels 
division, replaces Hunt. C. G. Wood, 
Fresno regional manager, succeeds Stev- 
ens, and W. R. Carter, assistant re- 
gional manager in Portland, succeeds 
Wood. A. B. Woodside, assistant re- 
gional manager in Phoenix, takes over 
Carter’s post, and Howard P. Hetzner, 
formerly marketing research manager, 
replaces Woodside in Phoenix. 

W. Robert Boucher moves from Salt 
Lake City to Sacramento as assistant 
regional manager, wholesale sales, and 
W. H. Ditler, Spokane division man- 
ager, retail sales, transfers to Pasadena 
in the same capacity. M. J. Nestud 
succeeds Ditler in Spokane. 


e 

Paul Bradley, Hill Oil Co. (Bay Petro- 
leum), Colorado Springs, was elected 
president of the Colorado Petroleum 
Marketers Assn. for a second term. 

J. Don Severson, Severson Oil (Mobil), 
Grand Junction, was elected vice presi- 
dent. Formerly there were two vice presi- 
dents, but CPMA compressed the posi- 
tions into one because there’s not enough 
activity for two. Henry Cook, Cook Bros. 
(Indiana Standard), Denver, was re- 
elected treasurer. Marion E. Strain was 
re-elected executive secretary, a paid 
position. 

Five board vacancies were filled by 
the following: Elbert Croswell, Morgan 
Oil and Supply (Frontier), Fort Morgan; 
William Quinn, Quinn Oil and Gas (Phil- 
lips), Lamar; Elmer Thiringer, Wray Oil 
(Bay and Frontier), and Cook and Sever- 
son. 

« 

J. ©. Monkhouse was named acting 

manager of the newly combined adver- 


tising and sales promotion departments at 
Arkansas Fuel Oil Corp. He’s been in 
the advertising department since 1937. 
Marcus A. Royal, formerly service station 
supervisor in Jacksonville, Fla., takes over 
as promotions assistant in the new de- 
partment. 

At Orange State, Arkansas subsidiary, 
H. N. Glover retired as operations man- 
ager, a post he’s held since 1939, 


a 
Maj. Monroe F. Bouchet was named 
superintendent of the new Espada Corp. 
jet fuel terminal at Bay View, Upper 
Michigan, which will supply aviation fuel 
to the Sawyer Air Force base. 


* 

Harry C. Speyer has joined Port Petro- 
leum Corp., Richfield distributors in 
Green Island, N. Y., as manager of op- 
erations. He was formerly with Cities 
Service’s operating department in Rens- 
selaer, N. Y. 

3 

Paul Wollstadt, assistant to the board 
chairman, was named to the newly creat- 
ed position of vice president, employe 
and public relations, of Socony Mobil 
Oil Co, Other public relations men who 
have reached a vice presidency are: 
Harold Curtis, vice president, public re- 
lations, Shell Oil Co.; Reynolds Girdler, 
vice president and director of advertising 
and public relations, Sinclair Refining 
Co., and Kerryn King, vice president in 
charge of the employe and public rela- 
tions department, Texaco Inc. 

© 

Frank T. Carpenter, president of United 
Petroleum Gas Corp., Minneapolis, was 
elected president of the National Lique- 
fied Petroleum Gas Council. Donald G. 
O’Meara, Pyrofax Gas Corp., New York 
was named chairman of the executive 
committee. 

e 

W. H. Frank, former Wichita Falls dis- 
trict manager for American Petrofina Co. 
of Texas, was named assistant manager, 
distributor sales. James M. Lauderdale, 
former zone supervisor, succeeds him at 
Wichita Falls. 

Henry J. Deman moved from credit 
manager, retail sales to credit manager, 
wholesale sales, with C. W. Lile filling 
his former post. 

+ 

M. W. (Mokie) Stancil, Amoco com- 
mission distributor in Selma, was elected 
consignee chairman of the North Caro- 
lina Oil Jobbers Assn. Serving with him 
will be: A. G. Eskridge, Sinclair, Shelby, 
vice chairman; and Rex Best, Esso, 
Stantonsburg, secretary-treasurer. New 
directors are: M. M, Fowler, Durham; 
Donald Stephens, Madison; D. D. Ed- 
mundson, Salisbury; Robert J. Arey, Shel- 
by, and Shelton Castleberry, Smithfield. 

ry 


Carl Harris, Bull City Oil Co., Dur- 
ham, was elected chairman of the North 
Carolina Oil Heat Council. Elected with 
him were: George Blackwelder, Amo- 
co jobber, Hickory, vice president, and 
Shelby Alford, Gulf fuel-oil dealer, Ra- 
leigh, secretary-treasurer. 
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Gebron Baldwin 


Amalie Division, L. Sonneborn Sons 
Inc., Franklin, Pa., has two new sales 
representatives. Charles J. Gebron, in 
sales and sales promotion since 1952, is 
working in the northeast Albany zone. 
Harvey J. Baldwin, in industrial and re- 
tail sales since 1950, is in the midwest 
Pittsburgh zone. 

o 

Charles J. Sheketoff, founder and presi- 
dent of American Coal Co., Cities Serv- 
ice jobber in Hartford, Conn., has moved 
up to become board chairman and treas- 
urer. William J. Mahoney, who filled the 
spot of executive vice president for many 
years, is now president. Merwin and 
Lewis Sheketoff, sons of the founder, are 
vice presidents; Lewis is also assistant 
treasurer. Charles D. Gersten is secre- 
tary. 

* 

George C. Alexander transferred to 
San Francisco as manager of Operations, 
direct sales, for Union Oil Co. of Cali- 
fornia. His former post of Seattle resident 
manager goes to R. E. Nicholson, form- 
erly division representative at Santa Rosa, 
Calif. 

& 

James L. Hardy was named central 
Kansas sales representative for Vickers 
Petroleum Co. Headquartered in Hutchin- 
son, he was district sales supervisor 
for Champlin Oil & Refining Co. for two 
years and with DX Sunray before that. 

* 


Stan Silverstone, Union Oil Co. of Cal- 
ifornia consignee, was elected to his third 
consecutive four-year term as alderman 
for the city of Watsonville, Calif. 


Deaths ... 


William R. Boyd Jr., president and 
board chairman of the American Petro- 
leum Institute from 1941-1949, died at 
his Teague, Tex., farm of a heart attack 
on Nov. 6. He was 74. 

Boyd joined API as assistant general 
secretary and counsel in 1920, shortly 
after its formation. He was elected ex- 
ecutive vice president in 1929 and presi- 
dent in 1941. Boyd was an honorary 
member of the board of directors at 
the time of his death. 

2 

Aldo B. Ceccanti, 43, wholesale super- 
visor for Richfield Oil Corp. in Wash- 
ington, died Nov. 4 as the result of an 
accidental gunshot wound. 
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SEARCHLIGHT SECTION 
wet GQPPORTUNITIES”: Sto-crmli 


DISPLAYED ——~—RATES——— UNDISPLAYED 


individual Spaces with border rules for prominent 
display of advertisements. 

The advertising rate is $17.75 per inch for all 
advertising appearing on other than & contract 
basis. Contract rate quoted on request. 

Employment or non 00 per inch, sub- 
ject to Agency Commiss: 

An advertising inch is ais %” vertically on 
one column, 3 columns—30 inches—to a page. 


$1.80 per line, minimum 3 lines. > figure advance 
payment count 5 average a line. 

Positions Wanted take one-half of ‘Shore rate. 

Box Numbers in care our New York. Chicago & 
San Francisco offices count as one additional line. 

Discount of 10% if full payment is made in advance 
for 4 consecutive insections. 

Send NEW ADS or Inquiries to Classi 

Advertising Division NATIONAL PET. o 

LEUM NEWS, P.O. Box 12, New York 36. 








TIRES 


Are you interested in buying TIRES at 
PRICES competitive with major oil com- 
panies and mail order private brand buying 
prices? This is not a tire company ad, but 
is a proposed national buying organization, 
who would contract for tires, etc. on a na- 
tional basis for large distributors, regional 
buying groups and oil companies. 


If you are interested, send, in confidence, 
without obligation : 

Your annual tire purchases in dollars, and 
the area, cities, etc. that you cover, to Box 
3297, National Petroleum News, 520 N. Michi- 
gan Ave., Chicago 11, Ill. 








ASPHALT PLANT SUPERINTENDENT 
By company operating numerous plants within 25 
mile radius of Rochester, N.Y. Fully qualified and 
experienced—assume complete responsibility for one or 
more plants as to operation, maintenance, mixes, etc. 
Man selected will function as assistant to executive 
handling entire operation. sy 3 = employment. 
This is an oO reunity with a 
ASPHALTIC CONCRETE, “INC. 
P.O. BOX 1850 Rochester, N.Y. 
Phone: John J. Petrossi - IDlewood 6-8040 








SALES EXECUTIVE 


Established oil company wishes to employ individual 
who has had petroleum marketing experience at the 
executive level. Salary commensurate with experience 
and proven ability. Send background resume, All 
information confidential. 

P-3235—NATIONAL PETROLEUM NEWS 


Class. Adv. Div., P.O. Box 12, N. Y. 36, WN. Y. 








JOBBERSHIP, MAJOR PRODUCTS 


Volume 95% controlled by jobber. Potential 100,000 
plus monthly. $10,000.00 will handle if buyer ex- 
perienced and financially able to carry on. F. V. 
Oliver, Box 472, Phone East 5 7535, Palatka, Fla. 








FOR SALE 
4250 GASOLINE TANK 


Two compartments—air ‘brakes, large meter unit, 
single axle, large MO compartments. Replaced 
by larger unit. 


LAUNIUS BROS. NC. 
Monroe, Ga. 





PROFESSIONAL 
SERVICES 











PROPANE GAS PLANTS 
ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 

















ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you. 
NEW YORK 36: P. O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


POSITION VACANT 


Petroleum sales manager for Midwest leader 
in petroleum distribution to rural areas. Need 
idea man with engineering degree or equivalent 
plus success in petroleum marketing. Salary open, 
no age limit, good benefits and salary progres- 
sion program; company reputation for 30 years 
of top customer relations and progressive man- 
agement. Outstanding opportunity to program 
growth of our petroleum service and build A-1 
personal future. Live in Minneapolis area. Write 
qualifications, current salary to P-3216, National 
Petroleum News. 











POSITIONS WANTED 


Sales and Operations Manager, College ‘Grod, 
desires contact with strong progressive jobber. 

Ten years experience with major in all phases of 
Retail Marketing, Operations, Real Estate, Cred- 
it, Office Management, Maintenance. Outstanding 
record, excellent references. PW-2887, National 
Petroleum News. 








Now employed selling Plumbing and Heating. 
30 years experience in sales, service and in- 
stallation. Can merchandise, manage and sell. 
Can take heat loss and make layouts. Box 703, 
Latham, New York. 





Ambitious, Young (33) "Marketer with 10 } years 
Major Oil Co. background, foreign and domestic, 
seeks a position that is more rewarding mentally 
and financially with progressive independent or 
major oil company, preferably on East Coast or 
abroad. Experienced in all phases of retail pet- 
roleum sales, field and staff. B.A. Yale. M.B.A. 
next Spring. Major, USMCR. Salary low 5 fig- 
ures. Resume on request. PW-3280, National 
Petroleum News. 





SELLING OPPORTUNITY WANTED 








FOR SALE 
Two—3 inch Brodie Meters, 
125 lb, pressure, 300 gallons per min. A-1 condition, 
guaranteed perfect. $100.00 each, no heads. 
GEORGE A. ROSSI 


511 Paul Street, Vineland, New Jersey 
Phone: OX 2-7856 











WANTED: USED GREASE MAKING KITTLE 


2000 TO 4000 POUND CAPACITY OR OTHER EQUIPMENT 
TO MAKE SODIUM WHEEL BEARING GREASE AND FILL 
ONE POUND CANS. 
W-3102 NATIONAL PETROLEUM NEWS 
520 N. MICHIGAN AVE., CHICAGO 11, ILL. 
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Well established Manufacturers Representative 
with Major Oi] Companies, Oil Equipment Job- 
bers and Truck Tank Manufacturers desires line 
of Truck Tank Pumps to go along with Oil 
Equipment Fittings for the States of Indiana, 
Illinois and Wisconsin. RA-3282, National Petro- 
leum News. 


BUSINESS OPPORTUNITIES 


Bulk Oil Plants, Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 











For Sale in Oklahoma—Oil Co unding Blend- 

ing Plant with land, plant facilities, machinery 

and equipment. Ideal location, two railroads, two 

freight lines. Three well advertised trade-mark 

brands of oil and an established brand of per- 

pom anti-freeze. BO-9059, National Petroleum 
ews 





ZONING OF 
MAIL 


Many cities in the United States 
use postal zone numbers as part 
of their address. The use of these 
numbers accelerates and simplifies 
the processing of mail, makes it 
easier for the less experienced clerk 
to distribute the mail, and effects 


earlier dispatch and delivery of 
your mail. 


For this reason, it is important 
that you use zone numbers wher- 
ever applicable. Learn your own 
zone number and use it on your 
return address. Obtain the zone 
nun.bers of those to whom you 
write, and include them on all cor- 
respondence. Your local post office 
will be glad to furnish you with 
any information concerning postal 
zones, 


MAILING EARLY IN THE DAY 


At present approximately 80% 
of the mail is received in the post 
office between the hours of 6 and 
10 p.m., creating a tremendous peak 
period problem. 


To process this tremendous vol- 
ume of mail, the post office has to 
schedule 75% to 80% of its em- 
ployees on night duty. Since night 
workers are paid a 10% differen- 
tial, postal costs are increased. In 
addition, because of the larger pro- 
portion of night work, the post 
office is faced with a recruitment 
problem as potential employees are 
attracted to jobs with more desir- 
able working hours. 


Early mailing would cut postal 
costs and stretch your tax dollars. 
Moreover, the reduction of night 
work would enable more postal em- 
ployees to spend evenings at home 
with their families. 


The simple fact is, that by mail- 
ing earlier in the day, the peak load 
would be spread out, enabling the 
post office to place a larger amount 
of mail on earlier planes and trains, 
and thus assure earlier delivery at 
point of destination. 


A Public Service Message From 
NATIONAL PETROLEUM NEWS 
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Coming Meetings 


JANUARY 


Society of Automotive Engineers, annual 
meeting and engineering display, Sheraton- 
Cadillac and Statler Hilton Hotels, Detroit, 
Jan. 11-15. 


South Carolina Oil Jobbers Assn., annual 
meeting, Hotel Columbia, Columbia, Jan. 14. 


Arkansas LP-Gas Assn., semi-annual meet- 
ing, Hotel Arlington, Hot Springs, Jan. 17-18. 


Kansas Oil Men’s Assn., 45th annual con- 
vention, Broadview Hotel, Wichita, Jan. 
17-19. 


Kentucky Petroleum Marketers Assn., 34th 
annual convention, Brown Hotel, Louisville, 
Jan. 18-20. 


Northwest Petroleum Assn., annual meeting 
and trade show, Nicollet Hotel, Minneapolis, 
Jan. 20-21. 


Oil Trades Assn. of New York, quarterly 
meeting, Waldorf-Astoria Hotel, New York 
City, Jan. 20. 

Michigan Petroleum Assn., management in- 


stitute, Michigan State University, Lansing, 
Jan, 25-27. 


FEBRUARY 


Missouri Petroleum Assn., annual meeting 
and trade show, Chase Hotel, St. Louis, 
Feb. 1-3. 

Western Petroleum Refiners Assn., Gulf 
Coast regional meeting, The White Plaza, 
Corpus Christi, Feb. 3-4. 

Intermountain Oil Jobbers Assn., Tropicana 
Hotel, Las Vegas, Feb. 3-5. 

lowa Independent Oil Jobbers Assn., an- 
nual convention and trade show, Ft. Des 
Moines Hotel, Des Moines, Feb. 16-17. 
Nebraska Petroleum Marketers Assn., man- 
agement institute, University of Nebraska, 
Lincoln, Feb. 15-17. 

National Assn. of Oil Equipment Jobbers, 
management institute, Georgia Tech, At- 
lanta, Feb. 17-19. 

Mississippi Oil Jobbers Assn., manage- 
ment institute, University of Mississippi, 
Oxford, Feb. 22-24. 

Wisconsin Petroleum Assn., 34th annual 
meeting and trade show, Schroeder Hotel, 
Milwaukee, Feb. 24-25. 

API, Marketing Division, lubrication com- 
mittee meeting, Sheraton-Cadillac Hotel, 
Detroit, Feb. 25-26. 


MARCH 


Oklahoma Oil Jobbers Assn., annual con- 
vention and trade show, Hotel Biltmore, 
Oklahoma City, Mar. 2-4. 


Illinois Petroleum Marketers Assn., 38th 
annual convention and product and equip- 
ment show, Hotel Morrison, Chicago, Mar. 
8-9. 


Northwest Petroleum Assn., management 
institute, Oil Men’s Club, Nicollet Hotel, 
Minneapolis, Mar. 8-10. 


Kentucky Petroleum Marketers Assn., Sth 
management institute, Brown Hotel, Louis- 
ville, Mar. 14-17. 


First listing. 


Society of Automotive Engineers, national 
automotive meeting, Sheraton-Cadillac Ho- 
tel, Detroit, Mar. 15-17. 


Texas Oil Jobbers Assn., annual conven- 
tion, Commodore-Perry and Stephen Austin 
Hotels, Austin, Mar. 17-19. 


Alabama Petroleum Jobbers Assn., semi- 
annual meeting, aboard M. S. Italia from 
New Orleans to Havana, Mar. 18-23. 


Ohio Petroleum Marketers Assn., annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar. 23-24. 


Oil Trades Assn. of New York, annual 
meeting, Waldorf-Astoria Hotel, New York 
City, Mar. 23. 


Western Petroleum Refiners Assn., 48th an- 
nual meeting, Hilton Hotel, San Antonio, 
Mar. 28-30. 


Oklahoma Oil Jobbers Assn., manage- 
ment institute, University of Oklahoma, 
Norman, Mar. 29-31. 


APRIL 


API, Transportation Division, highway con- 
ference, Shamrock-Hilton Hotel, Housion, 
Apr. 4-6. 


Oil-Heat Institute of America, annual con- 
vention and trade show, Park Sheraton Ho- 
tel and The Coliseum, New York City, Apr. 
4-7. 


23rd National Oil Heat & Air Conditioning 
Exposition, The Coliseum, New York City, 
Apr. 4-7 


Florida Petroleum Marketers Assn., semi- 
annual meeting, Hotel Hillsboro, Tampa, 
Apr. 6-8. 


> Virginia Petroleum Jobbers Assn., annual 
meeting, John Marshall Hotel, Richmond, 
Apr. 11-12. 


Virginia Oil Men’s Assn., semi-annual 
meeting, John Marshall Hotel, Richmond, 
Apr. 13. 


North Carolina Oil Jobbers Assn., manage- 
ment institute, University of North Caro- 
lina, Chapel Hill, Apr. 18-22. 


American Society of Lubrication Engineers, 
annual meeting and exhibit, Netherland- 
Hilton Hotel, Cincinnati, Apr. 19-21. 


Michigan Petroleum Assn., Detroit-Leland 
Hotel, Detroit, Apr. 19-20. 


National Petroleum Assn., semi-annual meet- 
ing, Sheraton-Cleveland Hotel, Clevelan«, 
Apr. 20-21. 


Oil Heat Institute of New England, annua! 
meeting, Sheraton Plaza, Boston, Apr. 19. 


Empire State Petroleum Assn., convention 
and cruise aboard Queen of Bermuda from 
New York City to Bermuda, Apr. 23-27. 


Independent Petroleum Assn. of America, 
mid-year meeting, Denver Hilton Hotel, 
Denver, Apr. 24-26. 


Indiana Independent Petroleum Assn., man- 
agement institute, Indiana University, 
Bloomington, (date unavailable at publica- 
tion). 
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lowa Independent Oil Jobbers Assn., man- 
agement institute, State University of Iowa, 
Continuation Center, Iowa City, (date un- 
available at publication). 

> Missouri Petroleum Assn., management in- 
stitute, University of Missouri, (date un- 
available at publication). 


MAY 


Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Conrad Hilton 
Hotel, Chicago, May 1-4. 


Tennessee Oil Men’s Assn., spring conven- 
tion, Claridge Hotel, Memphis, May 1-3. 
Louisiana Oil Marketers Assn., annual con- 
vention, Roosevelt Hotel, New Orleans, May 
6-8. 

Georgia Oil Jobbers Assn., North Caroiina 
Oil Jobbers Assn., and South Carolina Oil 
Jobbers Assn., annual meeting and cruise 
aboard M. S. Italia from Charleston, S. C 
to Bermuda, May 7-13. 


National Tank Truck Carriers, 12th annua! 
convention and trade show, Mark Hopkins 
Hotel, San Francisco, May 9-11. 
Pennsylvania Petroleum Assn., semi-annual 
meeting, Hotel Bedford Springs, Bedford, 
May 9-11. 

National Oil Jobbers Council, semi-annual 
meeting, Statler Hotel, Washington D. C., 
May 15-18. 

®>API, Marketing Division, lubrication 
committee meeting, Bedford Springs Hotel, 
Bedford Springs, May 16-17. 

API, Marketing Division, mid-year meet- 
ing, Statler Hilton Hotel, Cleveland, May 
18-20. 

North Carolina Oil Jobbers Assn., spring 
meeting, The Carolina Hotel, Pinehurst, 
May 19-22. 

Gasoline Pump Manufacturers Assn., an- 
nual meeting, The Greenbrier Hotel, White 
Sulphur Springs, W. Va., May 25-27. 


JUNE 


Assn. of American Battery Manufactur- 
ers, The Ambassador Hotel, Los Angeles, 
June 1-3. 

>Oil Heat Institute of New England and 
New England Fuel Dealers’ Assn., annual 
meeting, Wentworth by-the-sea, Newcastle, 
N. H., June 5-9. 

Society of Automotive Engineers, annual 
summer meeting, Edgewater Beach Hotel, 
Chicago, June 5-10. 

Maine Oil & Heating Equipment Dealers 
Assn., annual meeting and trade show, 
Samoset Hotel, Rockland, June 14-15. 
Wisconsin Petroleum Assn., summer golf 
tournament, Lake Delton, June 21. 
Petroleum Packaging Committee, Packag- 
ing Institute, Atlantic City, (date unavail- 
able at publication). 

Oil Trades Assn. of New York, golf 
party, Siwanoy Country Club, June 28. 
Interstate Oil Compact Commission, De- 
troit (date and place unavailable at publica- 
tion). 
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e Who’s on First? Management shakeups in certain com- 
panies are leaving some employes a little shook up them- 
selves. One marketer’s parting shot to his secretary: “If 
my boss calls, ask him what his name is.” 

At another company, they’re coining a new definition 
of “optimist.” He’s a guy who drives to work and pays 
for all-day parking in advance. 

And at Pate Oil, employes of the Jersey subsidiary are 
preparing for consolidation with this thought: “Be it ever 
so Humble, there’s no face like your own.” 


e Sabotage. Ollie Minor, Shell Oil’s retail manager, says 
Russian infiltrators are undermining U.S. gasoline markets 
with a new additive. In Brooklyn, they call it Duzenzoff. 
Elsewhere, says Ollie, it’s pronounced “two cents off”. 


e Shame, Shame. At Inola, Okla., lieutenant-governor 
George Nigh was the scheduled speaker at a parent-teach- 
ers meeting. But Nigh—himself a former teacher—forgot 
to look at his fuel gage and ran out of gas on an isolated 
stretch of road. The 32-year-old state official finally flagged 
a motorist. Highway patrolmen eventually speeded him to 
Inola. 
Nigh’s subject: “Teachers Must Think Ahead.” 


the barrel 





“Sorry, lady. We’re closed.” 











e Sharp Merchandising. A tourist in Alabama spotted this 
sign on a service station: 
MISSISSIPPI STATE LINE TWO MILES AHEAD 


LAST CHANCE FOR 28¢ GASOLINE 
The tourist pulled in and filled his tank. “By the way, how 
much is gasoline in Mississippi?” he asked as the attendant 
was handing him change. S 
“Twenty-four cents,” the Alabaman replied amiably. 


e Saving Face. “I’m from Texas,” said a Humble Oil man 
at the recent Oil Industry TBA Group meeting. “We're 
the largest state without glaciers.” 


“Get him. A 200-mile haul through a blizzard and he finds he filled up with the wrong product.” 
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EGoodrick 


Use this full-flow, kinkless hose 
for faster fuel oil deliveries 


B.F.Goodrich hose is flexible, easy to handle even in cold weather 


Eat a fuel oil hose that handles 
easily, reels readily, saves many 
minutes each day. It speeds deliveries 
by keeping a full, unobstructed flow of 
oil moving from truck to tank. 

With its strong braided construc- 
tion, this B.F.Goodrich hose always 
keeps its full round shape, can’t flatten 
or collapse on the reel to choke off flow 
or slow it down. There’s no reinforc- 


ing wire to take a permanent kink. 

The tube of the hose is completely 
oilproof, won't swell to reduce the 
inner diameter, won't flake off into the 
stream of oil. A special kind of rubber 
makes the hose flexible and easy to 
handle even in sub-zero weather. 

Its thick, tough cover is built for 
rough use. Dragging it over curbs, 
rough sidewalks and driyeways won't 


harm it. Letting it stand in gasoline, oil 
or grease won’t damage it. And there’s 
no danger of sunlight causing it to crack 
or check. Either one-time Permalock 
or reattachable couplings can be used. 

Ask your B.F.Goodrich distributor 
to show you a sample and tell you more 
about Type 83 fuel oil hose—an im- 
proved hose that’s easier to handle, can 
make faster deliveries, and reduce oper- 
ating costs. B.F.Goodrich Industrial 
Prods Co., Deptim-766 Akron 18, Ohio. 


BEGoodrich fuel oil hose 
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NEWEST of the new looks 


anguard 


JOKHEIM 


Model 455 Dispenser 
for Remote Control Pumping’ 


If you’re looking for a dispenser that will srilliantly lighted by 
attract more than your share of business, bes, providing superior 
here it is! Tokheim Vanguard is newest of ay ight i mation. Vanguards will 
the new looks in pumps; a bold new design : i 
that is daily proving its money-making value. 

Large glass advertising panels on both sides 


SYMBOL OF EXCELLENCE 


| TOKHE 
OKHEIM DESIGNERS AND 


GASOLINE PUMPS 





Subsidiaries: 
GenPro Inc., Sheib 


eae 





Texaco, Inc. uses 
SHOCK STOPPER FOR BULK TERMINAL 


igmadeeeiie. a Midi titi) i it 
ae ~ 1h ie 


TE XACO S| +: ue res 


smith-Erie set-stop valves throttle 
flow, cushion shock 


The installation at Texaco’s Lockport, Illinois sales 
terminal is unique because of the large diameter 
and extensive length of supply lines. Twenty-eight 
four-inch A. O. Smith Meters are installed at the 
racks to measure the product . . . pumped from dis- 
tant storage through 10-inch pipe at a rate of 1400 
gallons per minute. 

The problem of excessive shock on equipment is 
solved by A. O. Smith set-stop valves. An exclu- 
sive slow decelerating feature throttles down flow 
during the last 29 gallons of delivery. Texaco re- 
ports trouble-free operation over many millions of 
gallons since plant started up in August of 1958. 

If your operations have a metering problem, per- 
haps an A. O. Smith Meter Man can help. Contact 
your nearest representative or write direct. 


Through are SD .@ better way MODEL AB METER — Equipped with Set-stop 


Counter and slow closing Set-stop Valve for de- 
livering predetermined quantities. Decelerating 
valve eliminates shock pressure caused by quick 
closing of ordinary valves. 

Setth- 2... Bl: Division 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, Ill.; Houston 2, Texas; Los Angeles 17, Calif.; New York 17, N.Y.; Oakland 21, Calif.; 
Tulsa, Oklahoma @ Canada: Toronto 12, Vancouver1 @ A.O. SMITH INTERNATIONAL S. A., MILWAUKEE 1, WISCONSIN, U.S.A. 








